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RECENT MARKETING STRATEGIES OF CONSUMERS 
COOPERATIVES IN UTTAR PRADESH 
ABSTRACT 
The state of Uttar Pradesh is the fourth largest state in the country 
occupying an area of 2,94,411 square kilometers, which comprises 8.9 
percent of the total geographical area of the country. It is the most 
populous state of the country with more than 16 crores of the country's 
total population residing in the state. The agricultural sector accounts 
for nearly 41.5 percent of the state's income and 72.2 percent of the total 
working population is engaged in this sector. While about 29% people 
are below poverty line and the average per capita income is about Rs 
9749 (at current price) as per economic survey 2003-04. 
Further, the rising prices and non-availability of consumer goods 
has led to adopt the cooperative system in establishing the consumer 
stores in the India as well as in the state of Uttar Pradesh. The system 
has received universal recognition both in the socialist as well as in the 
capitalist countries in the world. These consumer cooperative stores are 
countervailing force in the monopoly ridden economic setting of 
capitalist countries as they dispense with the irrationalities of 
commodity distribution circuit, while in the sociaHst countries they are 
the mainstreams of socialist way of life. In India these were distributing 
agencies during the period of stresses and strains. It is encouraging to 
note that the consumer cooperative system has been recognized as a 
potent source of economic and social development. 
In consonance with the government's programme for the 
development of consumer cooperatives it was envisaged to establish 
and develop the consumer cooperatives in respective states including 
Uttar Pradesh in the third five years plan. Further, in the wake of 
Chinese aggression in 1962 a comprehensive programme under the 
Centrally Sponsored Scheme for the establishment of a widespread 
network of consumer cooperatives was launched for equitable 
distribution of consumer goods at fair prices. Since then, an increasing 
emphasis has been laid on strengthening the consumer cooperatives so 
as not only to hold the price line, but also to establish the ethnics of 
retailing. As a result of organizational and promotional measures 
adopted since 1962, a board for institutional framework of consumer 
cooperatives has been built up. These efforts had made it possible to 
setup over 14,000 primary consumers cooperatives, 371 central and 
wholesale consumer cooperatives, 14 State Federations of Consumer 
Cooperatives and the National Consumer Cooperative Federation at 
Delhi by the end of June 1969. Besides this, the consumer cooperatives 
were also established in the 30 Universities. 
These achievements appear to be quite impressive quantitatively, 
but qualitatively, it had failed to make its impact in the commodity 
market or in the life of the common men. The revelation made by Report 
of the various Study Groups, on their functioning are most disquieting 
and it appears that the moment is fading away. The consumer 
cooperative stores of state of Uttar Pradesh emanates from the minimum 
operational significance of generalized conclusions. There are 996 
primary consumer cooperative stores and 57 central consumer 
cooperatives in state of Uttar Pradesh. The business conducted by these 
stores however has been on regular decline during 1999-2004. 
It is noticed that most of the stores could not succeed due to the 
reasons like lack of inadequacy of funds, weak organizational structure, 
lack of efficient management, defective price and purchase policy, lack 
of supervision and audit, narrow basis of operations, indifference 
attitude of the state government, etc. It is also noticed that some stores, 
inspite of congenial climate could not do much because of the proper 
marketing strategies. Hence an attempt has been made by the researcher 
to suggest some appropriate programmatic marketing strategies for 
consumer cooperatives particularly in state of Uttar Pradesh. 
As there was no concept of marketing strategies in pre liberalization 
era whereas in the post liberalization regime the marketing of the product 
is based on the strategies to compete in the global business environment. 
The present study is designed to chalk out a set of marketing strategies 
along with the cooperative identities, such as product strategy, price 
strategy, promotion strategy, place strategy etc. However some of the 
strategies have not been undertaken because the coiisumer cooperatives 
are not the private or public organization but are the cooperative 
member's organizations and based on the cooperative identities better 
known as cooperative principles, which have their own strategies values. 
The scope of this s tudy ranges from the pure theoretical 
foundat ions of the consumer cooperat ives to an intensive s tudy 
of the functioning of market ing strategies of consumer 
cooperatives with reference to Uttar Pradesh, where the 
consumer cooperatives did not emerge as an independen t 
movement till the es tabl ishment of Uttar Pradesh Cooperat ive 
Consumer ' s Federat ion in the year 1965. Therefore, this s tudy is 
confined only to the short dura t ion and the Uttar Pradesh 
Consumer Cooperat ive has been selected for comprehensive 
inquir ies , because of its location in the biggest urban center of 
the state at Lucknow, and also due to its longer stay in 
comparison to other stores operat ing in other states. 
The basic objectives of the present study are to identify the 
problems of consumer cooperatives in the state of Uttar Pradesh and 
evaluate, judge and justify the role of consumer cooperatives in 
distribution of consumer goods. An attempt has also been made to 
observe the fact that the situation under which the traders on the one 
hand are very well organized and the consumer cooperatives on the 
other hand are financially weak, and poorly managed. The marketing 
strategies are defective and therefore the consumer cooperatives cannot 
stand before the private traders and do not practice the true spirit and 
value of principles of cooperation. Therefore one of the specific 
objectives of the study is also to examine the position of consumer 
cooperatives in India in general and Uttar Pradesh in particular, in the 
light of practice of principles of cooperation in the consumer 
cooperatives, in relation to various policies and the strategies of 
consumer cooperatives stores in the state, and to suggest suitable 
marketing strategies and measures for the success of the consumer 
cooperative stores. 
As the consumer cooperatives have a significant role to play in the 
distribution of consumer's goods to the people in general and their 
members in particular. Therefore it is hypothesized that the level of 
satisfaction of customers of consumer cooperatives indicates that the 
consumer base can easily be expanded. Consumer cooperatives have a 
perception towards customers that their first priority is reasonable price 
rather than other characteristics of the product. Consumer cooperatives 
frame their price strategy according to the changing situation of the 
market in each area. The basic motive of promotional activities of 
consumer cooperatives is to increase immediate sales. Consumer 
cooperatives intend to go for cheapest place in order of preference over 
other factors. 
The focus oi this study is on the marketing strategies of consumer 
cooperative in Uttar Pradesh as reflected in the functional policies pursued 
in the areas of product, price, promotion and place. 
The study revealed that if consumer cooperative stores in the state of 
Uttar Pradesh want to expand the consumer base and satisfaction level for 
the regular consumers and potential consumers they have to streamline 
their marketing strategies and implement them properly. 
Whereas the product strategy of in the state consumer 
cooperative is mainly guided by the needs and requirements of their 
customers. No doubt that due to the financial crises these consumer 
cooperatives are unable in producing the products themself, to fulfil 
the requirement of their customers. Therefore consumer cooperatives 
are involved in trading, which includes direct dealing with the 
producers companies by eliminating the ' middlemen so that the 
customer may get utmost benefit in their products. In other words 
their main motive is to provide their customer the needed products 
as and when demanded by them. Beside this consumer cooperatives 
are also trading with non-cooperatives organisations for overcoming 
the financial crises. 
The consumer cooperative stores in Uttar Pradesh by and large 
have adopted active price strategy as per the survey. While other 
price strategy i.e. cost price strategy and market price strategy are 
also considered by number of consumer cooperative stores in the 
state but the weightage is given largely to the active price strategy. 
By keeping in view that the main motive of the consumer 
cooperatives is to provide maximum benefit to their customers, 
which can be achieved economically through offering reasonable 
prices. The general exception that the price of a few commodities 
which consumer cooperative are not able in holding the price line 
due to heavy local purchases and injudicious price strategy. It is 
therefore necessary that consumer cooperative should device a well 
spell-out price strategy for this alone can help their survival in the 
state. 
On the basis of the findings of the present study, it may be 
concluded that promotional strategy as well as place strategy adopted by 
the consumer cooperative in Uttar Pradesh are ill conceived and have not 
yield the desirable results. This is because no specific planes for catering 
the customer's requirements have been executed so far by these consumer 
cooperative stores in the state. There is an acute need for the strong 
promotional strategy and place strategy. Simply providing reasonable 
quality products at fair price is not enough for the success of consumer 
cooperatives. 
At the outset it may be pointed out that the running the consumer 
cooperative stores, is not an easy task and it is, therefore, imperative 
that the promoters and organizers must understand the basic principles 
of cooperation and essentials of running a good store. With a view to 
organize stores on sound and solid foundations, it is essential that the 
promoters must thoroughly understand the principles and system of 
organizing consumer cooperatives, they must make sure that there is a 
genuine need for organizing a store in the locality and that adequate 
response from the people would be forthcoming. The promoters should 
work out a detailed plan for setting up the store, taking into 
consideration the resources available and the local needs and should 
make sure about the store would have adequate financial resources, 
suitable accommodation, services of competent managerial staff and 
members would have time to supervise the working of the store. 
The participation of women is also important for the success of 
consumer cooperative stores as they deal mostly in household 
requirements. Proper arrangements should be made in the store to 
receive and attend to women customers so that they may come in 
greater numbers. 
Further to strengthen the financial base of consumer stores, the 
consumer cooperative stores should attract deposits by offering liberal 
rate of interest to their members. The state, government should liberally 
participate in their share capital and also provide financial support to 
consumer cooperatives. 
The consumer cooperative stores should aim at providing variety 
of goods and services to fulfill the larger interest of the members. 
This should depend upon local conditions and the needs of 
consumers. The Stores should make bulk purchases through 
appropriate cooperative agencies and other non-cooperative 
agencies to avail the benefit of larger economy. The wholesale 
consumer cooperative stores should undertake processing 
activities like oil-extraction, flour making, etc. The Government 
should give positive preference to consumer stores in the matter 
of public distribution system. The credit sales should be 
undertaken only to institutional stores where there is an 
agreement between the stores and the employer that the credit 
amount due on employee members would be deducted from their 
salaries. Consumer cooperative stores should pay patronage 
dividend on the basis of the purchases of their members. The 
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stores should introduce some home deHvery services to their 
members, which save the cost as well as time of the consumers 
and also stimulate the sale. 
Adequate attention should be given to educate members 
regarding the philosophy and principles of cooperation and adoption of 
marketing strategies for consumer cooperatives. The board of directors 
should consist of those persons who have some business experiences 
and can inspire confidence in the public. It is, suggested to recruit 
suitable persons and to impart them adequate training as perspective 
managers with the view to the vacuum likely to be created in the event 
of the withdrawal of the working managers by the department of 
cooperation, to replace in the wholesale stores. The properly trained and 
experience persons are likely to increase the operational efficiently of 
the consumer cooperatives. As "the productivity of employees working 
under" administrative culture that flow from the chief executive if he is 
on deputation from a cooperative department is nearly half or even less, 
that of those who work under 'commercial culture' that flow from the 
Chief Executive if he has grown up in a business environment. It is also 
suggested to create conditions for restoration of the democratic 
management of the stores and encouraging the dedicated and 
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enlightened persons to become the member of the consumer 
cooperatives. 
As the consumer cooperatives are an integral part of public 
distribution system for supplying essential commodities mainly, food-
grains, sugar, edible oil, controlled cloth, kerosene oil, salt soft-coke etc. in 
the rural areas as well as in urban areas, keeping this significant role of 
corisumer cooperatives, some programmes should be organized during the 
cooperative week celebrations such as organizing meetings and 
programmes to educate consumers about consumer protection and to 
acquaint them with their rights enshrined in the Consumer Protection Act, 
1986 i.e. right of safety, right to be informed, right to choose, right to be 
heard, right to seek redressal, right to consumer education etc. Further to 
open consumer cooperative stores in such schools/ colleges/universities 
wherein the same are not registered. Students should be persuaded to 
become members of consumer cooperative stores. Use of mass media in 
popularizing the programmes of consumer cooperatives should be 
adopted. Devise the irmovative approach to ensure coordination between 
consumer cooperatives and marketing cooperatives in order to maintain 
the supply and price line. Motivate to management of consumer 
cooperative stores to open mobile retail outlets in uncovered localities, 
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particularly in slums and weaker sections colonies etc. Educate to the 
masses, especially housewives to buy consumer goods from cooperative 
stores. Arranging demonstrations, film shows and other extension 
activities for highlighting the malpractices followed by private traders and 
hoarders. Impressing upon the Federations of Consumer Cooperatives to 
support their constituents in the sphere of moderruzation of their 
management and business practices. Persuade to the state goverrm\ents to 
get sale tax exemption for consumer cooperatives. Honoring the 
committed and efficient workers. Implementing the concept of the 
Business Development Planning in all types of cooperatives organizations. 
In spite of the gloomy forebodings it cannot be denied that there is a 
vast scope for the consumer cooperative stores to succeed in the state 
provided it is organized on sound lines and on a better economic 
footing with the active assistance of the state government along with 
modern marketing strategies. With the gradual industrialization of the 
country, a large working class is coming up. In the long-range welfare oi 
this rising class, the consumer cooperative system can play a great role 
in the future. It has been very rightly said that the very concept of 
welfare state demands that a system of production and distribution 
activated by the profit motive should be replaced by a consumer 
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cooperative system based on consumer's needs and welfare. It may be 
pointed out that the objects of these measures as well as those intended 
to achieve price stabilization would remain futile unless the home 
trading is also organized in the interests of the consumers. 
Therefore the need of the hour is to provide all types of facilities 
whether financial or otherwise to the Uttar Pradesh consumer 
cooperative stores so that it may be able to get out of wood and become 
strong enough to be reckoned as a force. The most important thing is that 
it should be made vital and dynamic enough by implementing proper 
marketing strategies to compete with the private traders and save their 
customer's interest. 
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PREFACE 
The growth of consumer cooperative store in the state of Uttar 
Pradesh has been one of the most significant developments in the pre-
independence and post-independence period. The role played by the 
consumer cooperative stores has had far reaching consequences extending 
beyond the realm of the business, and affecting economic, social and 
cultural values of the member consumers. But at the same time, several 
instances of their slackness in terms of declining profitability and 
productivity, ineffective management, and ill-conceived marketing 
strategies have also been observed. 
Realizing the important role that can play by the consumer 
cooperative stores in transforming the socio-economic development of the 
state of Uttar Pradesh and making available the best goods and services, 
on the one hand, and the potential threat it poses to the other retailers, on 
the other, the government's attitudes towards these consumer cooperative 
stores have now been ambivalent. The government does not provide any 
helping hand for the progress of these consumer cooperative stores. 
The role played by the consumer cooperative stores in the state of 
Uttar Pradesh cannot be overemphasized. These consumer cooperative 
stores have made a significant contribution towards total customer 
business in the state of Uttar Pradesh. However, the development of 
consumer cooperative stores remains questionable and the chief reason for 
this is attributed to poor marketing plarming and strategies. The activities 
of consumer cooperative stores lack marketing orientation. There has been 
an absence of integrated approach involving consumer satisfaction and 
distribution efficiency. Besides the marketing strategies concerning 
product, price, promotion and place differ to a great extent among various 
consumer cooperative stores. Although complete uniformity in the 
marketing strategies of consumer cooperative stores is neither feasible nor 
desirable yet a coordinated and balanced approach is necessary. A clearer 
perspective on the marketing strategies of consumer cooperative stores is 
therefore, called for. The present research work is an endeavour in this 
direction. 
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Chapter I 
Introductory & Frame Work OfThe Study 
CHAPTER I 
INTRODUCTORY & FRAMEWORK OF THE STUDY 
Introduction 
Uttar Pradesh, the heartland of our country, is the fourth largest 
state in India, occupying an area of 2,94,411 square kilometers, which 
comprises 8.9 percent of the total geographical area of the country. It is 
the most populous state with more than 16 crores of the country's total 
population residing in the state. Agriculture accounts for nearly 41.5 
percent of the state's income and 72.2 percent of the total working 
population is engaged in this sector. 
The problem of rising prices and non-availability of consumer 
goods has created the need of consumer cooperatives in the India as 
well as in Uttar Pradesh. The consumer cooperatives have received 
universal recognition both in the socialist as well as the capitalist 
countries. These are countervailing force in the monopoly ridden 
economic setting of capitalist countries as they dispense with the 
irrationalities of commodity distribution circuit, while in the socialist 
countries they are the mainstreams of socialist way of life. In India these 
were distributing agencies during the period of stresses and strains. It is 
encouraging to note that the consumer cooperative system has been 
recognized as a potent source of economic and social development in 
the country. 
In consonance with the government's programme for the 
development of consumer cooperatives it was envisaged to establish 
and develop the consumer cooperatives in respective states including 
Uttar Pradesh in the third five year plan. Further, in the wake of 
Chinese aggression in 1962 a comprehensive programme under the 
Centrally Sponsored Scheme for the establishment of a widespread 
network of consumer cooperative was launched for equitable 
distribution of consumer goods at a fair price. Since then, an increasing 
emphasis has been laid on strengthening the consumer cooperatives so 
as not only to hold the price line, but also to establish the ethnics of 
retailing. As a result of organizational and promotional measures 
adopted since 1962, a board for institutional framework of consumer 
cooperatives has been built up. These efforts had made it possible to 
setup over 14,000 primary consumers cooperatives, 371 central and 
wholesale consumer cooperatives, 14 State Federation of Consumer 
Cooperatives and the National Consumer Cooperative Federation at 
Delhi by the end of June 1969. Besides this, the consumer cooperatives 
were also established in the 30 universities. Quantitatively, this 
achievement appears to be quite impressive, but qualitatively it had 
failed to make its impact in the commodity market or in the life of the 
common men. The revelation made by Reports of the various Study 
Groups, on their functioning are most disquieting and it appears that 
the moment is fading away. Amidst these observations the relevance of 
the study of centrally sponsored consumer cooperative stores of state of 
Uttar Pradesh emanates from the minimum operational significance of 
generalized conclusions. The wide regional variations in the social-
economic setting, which explain, the efficiency differentials among 
consumer cooperatives operating in different regions of the country, has 
equally effected in state of Uttar Pradesh. 
It is noticed that most of the stores could not succeed due to the 
reasons like lack of supervision and audit, narrow basis of operations, 
indifference of state government, inadequacy of fund, weak 
organizational structure, lack of efficient management, defective price 
and purchase policy etc. It is also noticed that some stores, inspite of 
congenial climate could not do much because of the proper marketing 
strategies. Hence an attempt has been made by the researcher to suggest 
some appropriate programmatic marketing strategies for consumer 
cooperatives particularly in state of Uttar Pradesh. 
Statement Of Problems 
The following problems pertaining to consumer cooperatives in 
India in general and the State of Uttar Pradesh in particular have been 
stated: 
That the consumer cooperatives have been suffering from the 
problems of rising prices and also the non-availability of consumer 
goods. The consumer cooperatives in India and in Uttar Pradesh in 
particular have been accounted with the problems of lack of supervision 
and audit, narrow basis of operations, indifference of state government, 
inadequacy of fund, weak organizational structure, lack professional 
management, defective price and purchase policies. Consumer 
cooperatives of Uttar Pradesh in particular are running sans appropriate 
marketing strategy. The marketing strategies with regard to product, 
price, promotion and place are lacking in the consumer cooperatives of 
Uttar Pradesh. 
In the present study the research has been the endeavor to address 
to the recent marketing strategies in the state of Uttar Pradesh. The 
following paragraph Deals with a comprehensive review of literature to 
identify the gap in order to set up the scope, objectives and based their 
arm to formulate the relevant marketing strategies. 
Review Of Literature 
A resume of various studies and reports in the areas undertaken 
by several researchers and planning commission from time to time in 
India and also abroad is presented here. 
Books 
• Prof. Kulkami K. R. (1968) studied the Theory and Principles of 
Cooperation in three volumes. In first volume he covered several 
aspects of cooperative problems and controversies and other 
important topics such as cooperatives under five year plans, 
taxation and so on. The second volume deals with a few important 
different branches of cooperation in selected foreign countries. 
While the third volume deal with the different types of 
cooperative societies working in India and the problems presented 
by these societies along with solution to face these problems.i 
• Prof Samiuddin and Prof Rehman Mahfoozur (1983) made an 
attempt in their study to evaluate the development of cooperative 
sector after independence. They thoroughly discussed the genesis 
of Consumer Cooperative in India its developments step by step 
and the problems have also been analyzed in their right 
perspective.2 
Dr. Kamat G. S. (1987) divided his study in two parts. The first 
part covers areas of management that influence the process and 
development of the cooperative business in general. The second 
part deals with the management aspects of business in such 
specific sectors as consumer activity and other miscellaneous 
cooperative business etc.3 
Brazda Johann and Schediwy Robert (1989) examined the 
historical background and current situation of ten Consumer 
Cooperatives movement in ten foreign countries for the 
assessment of their strengths and weaknesses. They represented 
Consumer Cooperative as an important part of the international 
cooperative movement because today they constitute some 24 
percent of the ICA's world individual membership. They suggest 
that the way in which Consumer Cooperatives operate may have 
to change, if they want successfully to meet the challenges of the 
future.4 
Guiltinan J. P. and Paul G. W (1994) divided their study in four 
parts. In first part they present the marketing planning process 
and examine the corporate marketing planning decisions. The 
second part presents the analytical tools, which are used, in 
analyzing the situation confronting the products. The third part 
presents systematic planning approaches for developing a 
marketing strategies and program decision needed to implement 
the overall marketing strategies and fourth part examines the 
coordination and control mechanisms available to marketing 
managers.5 
Kotler Philip (1995) examined various issues in designing 
marketing strategies in different market positions, global positions 
and stages in the product life cycle. He also discussed how to 
deals with tactical marketing and how the companies handle, or 
should handles, each element of marketing mix the product, the 
price, the place and the promotion.^ 
Dr. Shajahan S. (2001) made an attempt in his study to outline 
the new product strategy and management along with a 
comprehensive analysis with 35 examples of new products 
launched from Indian market. He elaborated four phases of the 
product development process the concept generation, concept 
evaluation, commercialization and organizing and control of new 
products. He also discussed the problems faced by new launched 
products along with their solution routes.^ 
Kaushesh Anshul (2004) focused upon the building blocks of 
marketing strategy at different stages along with the 
understanding of Indian consumers and its implication in the 
market. Another area that has been focused upon is the problem 
faced by marketers and consumers in today's changing 
environment.^ 
Articles, Research Papers Published In Journals Periodicals And 
Business Dailies 
• Dr. Chellappan K. (1988) devoted his write-up to articulate the 
organizational behavior part focusing on the specific aspect of 
meeting the grievances of the members of the consumer 
cooperatives such as improper services, low quality and lack of 
other facilities. The redressal measures for these grievances 
suggested by him are proper training, expirical research, and 
timely action on coinplaints and so on.^ 
• The study made by Hebbar C. K (1988) covered general cause of 
poor performance in distribution system of consumer cooperative 
store of Dakshina Kannada District at Karnataka State which is 
lack of cooperation among cooperative societies, lack of 
government support, low quality food grains supplied by the 
government and so on. His suggested remedial measures are tax 
redemption, proper government support, proper transportation 
facility, and arrangement for supply of ration in standard bags so 
that the consumer cooperative stores run on no profit no loss 
bases.10 
• Suomela Kalevi (1991) has divided his work of basic values of 
consumer cooperatives and related problems into three areas (i) 
the institutional basis of Cooperative societies (ii) their 
administration (iii) the principles guiding their operations. In the 
light of the these division he summarized the basic values of 
consumer cooperatives as member's need, open membership, the 
informed members, membership only legitimate for 
administration, cooperative societies autonomy, fulfillment of 
consumer standard, operational efficiency further he elaborate, 
consumer cooperative is a form of enterprise of direct benefits to 
its members and also play a significant in improving the whole 
market.ii 
Azad Singh Gulab (1996) has made study on challenges before 
consumer cooperatives under liberalized economy i.e. the 
competition faced by consumer cooperative in open market and to 
provide cost effective services to their members and public with 
the preservation of their values and philosophy on sustainable 
basis. He suggested the remedial strategies to face these 
challenges are, bring suitable structural change, inter linking and 
coordinating the consumer cooperatives with other cooperatives, 
improving the quality of product and services, strengthening the 
financial bases, enhancing members loyalty and accountability, 
involvement of non-governmental organization in consumer 
cooperatives and so on which enable them to face the open market 
challenges as well as exploit the opportunities thrown by these 
new economic policies.12 
Tamilmani B. (1996) made an attempt to outline few tips for 
consumer cooperative stores for winning the confidence of 
consumers. He discovered the changing taste, preference, buying 
behavior and consuming pattern of the consumers. For these 
changes he suggested few tips for the satisfaction of consumers by 
consumer cooperatives are the use of modern concept of 
management, effective purchase and sales system, periodical 
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assessment of consumer's taste and behavior through effective 
survey, and so on. So that the consumer cooperatives would be a 
vibrant and place with bustling activities.^3 
Dr. Paranjpe Nalini (1997) made an attempt to trace the 
philosophy and history of consumer cooperative movement. The 
author has stressed that the narrow perspective adopted by the 
consumer cooperatives in holding the price line by eliminating the 
middlemen will have to be further broadened to include the entire 
ambit of management strategies to survive in a competitive 
environment.^4 
Dr. Vijaya C. and Misra S. K. (1997) attempted to call upon the 
cooperatives to integrate quality into the various areas of 
functioning such as strategy, policy, planning, project 
management and information system. According to them, the 
unique synergy between total quality and information systems 
can catapult cooperatives into new levels of marketing strategy.^^ 
Dr. Sharma V.P. (1997) keeping in view the increasing importance 
accorded to cooperative super markets by the consumers, the 
author has called upon the cooperatives to gear themselves 
through enhancing the product range based on demand in the 
area, exerting control over inventories, carrying out indepth 
consumer preference studies and researching the buying behavior 
of the consumers.16 
Sharma Yogesh (1997) made an attempt in his survey to outline in 
detail the factors responsible for the success of the Central 
Government Employees Consumer Cooperative Societies. In his 
view a sound purchasing poHcy strictly in adherence with the 
byelaws, selected items of stocks and control over the quality and 
prices of items have been the main features contributing to the 
success of the Kendriya Bhandar.i^ 
Dr Anandatam. K. S. (1999) study on the Consumer Cooperative 
Store in Godi at Timbaktu State. The author has exhibited how 
business is built up by the professional acumen of business people 
and they sustain their business even in the wake of competition 
from their counter parts. He explain how a Consumer Cooperative 
Store toying with the idea of its altruistic philosophies in the 
cooperative business, could not survive with insurmountable 
practical problems encountered in the struggle.^^ 
Prakash Daman (1999) in his study while giving the socio-
economic profile of Asia-Pacific region brings to beer the need for 
cooperatives to meet the problems and maladies existent in 
various countries. He explains the rudiments of the concept of 
cooperation and the preconditions for the cooperative's successful 
functioning. He narrates the instances of success stories of 
different sectors of cooperation in the developing nations and 
corroborates his views on the fundamental prerequisites for the 
cooperative success. He is very optimistic that cooperative can 
play a better role than any other business counterparts such as 
NGOs and other Government supported agencies in delivering 
the goods.1^ 
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Dr. Ramesh B. and. Patil M. R (1999) made an attempt in their 
study to comprehend the various analytical tools and techniques 
employed to analyze the selected physical as well as financial 
productivity variables of cooperatives in India. The study is based 
on survey of research studies on performance measurement of 
different cooperative institutions for the period from 1972 to 1998. 
The study exhibited that majority of the research studies under 
survey were of more narrative and explanatory type and the 
analytical tools and techniques were not used abundantly.20 
Sahoo S. C. and Sahu Subrat (1999) in their study highlights the 
growth of large size and multi purpose primary societies (LAMPS) 
their membership, trading performance, advances and their 
recovery of Orissa. In their study the performance of the Orissa's 
LAMPS were not satisfactory due to the various problems like 
lack of adequate funds, infrastructural deficiencies, lack of 
members interest and so on and to overcome from these problems 
the suggestive measures in their view are dispensation of 
agriculture credit, consumption of loans, proper operation of 
public distribution system and so on.21 
Singh Ram Iqbal (2000) made an attempt in their study to outline 
the future needs and development of consumer cooperative 
movement in the light of global changes in the economy under the 
new economic policies of 1991.He further suggested few steps 
which should be taken by Central or State Governments and 
consumer cooperatives themselves such as definite schemes by the 
Government in their annual plans for financial assistance. 
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relaxation of Government control, suitable amendments in the 
banking regulations, the consumer cooperatives have to stand on 
their own without looking forward for financial assistance from 
Government and so on so that they may extend their activities to 
the hitherto uncovered areas and function as an balanced 
infrastructure.22 
The study made by Hussain A.Z. (2000) covered several aspects of 
preventive vigilance in consumer cooperatives. He emphasis on 
those regions and sections of the society, which have been by-
passed in the process of cooperative development in the 21*' 
centaury. He suggested the adaptation of professionalism in the 
entire activities which includes preventive vigilance in respect of 
manipulation, misappropriation and leakages of goods. The 
author inspired by the development of consumer cooperatives of 
developed countries like Japan, Sweden and England and 
suggested to draw lesson from them.23 
Alishah S. A. (2001) in his study discuss the success story of 
Kendriya Bhandar New Delhi, a Consumer Cooperative Society 
Ltd, which was registered in 1963, and now one of the largest 
Consumer Cooperative Society in the country in terms of 
membership, which is more than 77000. The author estimated its 
success by the prestigious awards for Cooperative Excellence in 
the field of Consumer Cooperative in the NCT of Delhi by Delhi 
Government during 1983-84, 1993-94, 1998-99 and 1999-2000, 
which have been honored to Kendriya Bhandar for its excellent 
performance in the field of Consumer Cooperative. Due to its 
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remarkable contribution it is registered as Multistate Cooperative 
Society in the year 2000.The author highlights the main reason of 
its performance is that it provided quality goods of daily needs at 
reasonable prices and playing an effective role in the Public 
Distribution System through its retail outlets which is true sprite 
of Cooperative.24 
Dharamarajan S. (2002) studied the effectiveness of inventory 
and store management in Consumer Cooperatives. He 
emphasized that management of store and inventory as an 
important task in the successful functioning of Consumer 
Cooperatives. He discusses various methods and techniques of 
inventory and store management which unable the Consumer 
Cooperative Stores for their smooth trade distribution for 
commodities and also improve their functioning by overcoming 
the problems relating to the cost and logistics aspects of 
inventory.25 
Mariappan V. (2002) studied the challenges and strategies for 
Consumer Cooperatives due to the fast changing in consumer's 
demand, behavior, attitude and motives. The author discussed 
various challenges which are faced by Consumer Cooperatives 
and further suggest various strategic tips for designing remedial 
measures to neutralize the threats posed by new entrants in to the 
consumer business.26 
Mariappan V. (2002) elaborated the weakness and challenges of 
Indian Consumer Cooperatives. He reveals that the Consumer 
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Cooperatives are facing an uphill task ahead in the days to come. 
On one hand, they are suffering from their own weakness and on 
the other, have to face the challenges posed by the economically, 
financially, physically and managerially powerful market players. 
But for the Consumer Cooperatives to stay alive and to play a 
significant role in the distribution market to neutralize the evils of 
the private traders and avoid recurrence of exploitation the apex 
federations, consumer cooperators. International Cooperative 
Alliance, training institutions and other concerned agencies 
should draw a consolidated plan as soon as possible.^^ 
Prasad Bhagwati (2002) in the 35'^ ^ meeting of ICA Committee on 
Consumer Cooperation for Asia Pacific at Hanoi (Vietnam) 
focused on the brief history of Consumer Cooperative in India 
along with the set up of Consumer Cooperatives in India during 
2001 by remarking about 3% coverage of total distributive trade of 
the country by consumer cooperatives and also explains the 
physical achievement of consumer cooperatives during 2000-2001. 
He concluded that consumer cooperative should make strenuous 
efforts to built specific brands of products just like cooperative 
dairy have set an example by producing Amul and Dhara oil 
which are competing both in the National and International 
markets.28 
An evaluation of working of wholesale and primary consumer 
cooperatives in Assam was made by Dr. Hazarika Profulla (2002). 
The study is based only on the secondary data. His main finding 
was that Consumer Cooperatives in Assam were found to be 
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dissatisfied with low margin of profit. He suggested that the 
existing Acts and Rules should be repealed as they are quite 
inconsistent with the kind of freedom required by Cooperatives 
for flexible operations in a free and competitive market 
framework.29 
Dr. Ganesamuihy V. S., Dr. Krishar\a Radha ai\d Bhuvar\eshwari 
S. (2003) covered selected consumer products in rural marketing 
areas. They concluded that even premium brands are getting wide 
acceptance in the rural bastions and due to the improvement in 
media and transportation there is increase in awareness which led 
to significant change in buying, behavior and consumption habit 
of the rural consumers.3° 
The survey made by Dr. Suryawanshi Anil (2003) with a view to 
identify the responses and satisfaction derived by consumers of 
CDSs (Cooperative Departmental Stores) in four districts of 
Western Maharastra by adopting simple random sampling 
method. Aspects covered to examine the consumer satisfaction 
towards CDSs are quality of goods, price of goods, weight of 
goods, employee's honesty, salesmen's service, working hour, 
building and layout and knowledge about consumer cooperatives. 
The main finding was that 100% consumers are satisfied about the 
quality of goods, employee's honesty and weight of goods. 
Moreover 72.2% consumers are moderately satisfied about prices 
and salesmen's services. But 53.4% are dissatisfied about the 
working hours and building and layout. He suggested building 
the image of CDSs as the best place to buy among the consumers 
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they have to emphasis on their working hours and building and 
layout strategies also.^^ 
Hussain A. K. Zakir (2003) studied the computation of income 
tax, various modes of income tax and deductions available to 
Consumer Cooperatives. He stated that income tax has added fuel 
to the problems of Consumer Cooperatives and leave stagnancy in 
investment level of Consumer Cooperatives. He suggested that 
the Consumer Cooperatives may be provided with one of the 
concessions from income tax - (a) total exemption from payment 
of income tax (b) allow tax holiday (c) increase the flat deduction 
available to Consumer Cooperatives.^^ 
Misra S. C. (2003) made an attempt in his study to highlights the 
current issues and challenges before the Consumer Cooperatives 
in India due to the changing market situations, new and 
innovative technology which results in changing consumer's 
attitude and taste. He concludes that Consumer Cooperatives 
have to implement modernization, computerization and 
professionalism in their working.33 
An evaluation of working performance of the Gandhigram 
Consumer Cooperative Stores since from its existence during 
1997-78 to 2002-03 was made by Dr. Sivaprakasam P. (2003) 
which is functioning with in Gandhigram Rural Institute in Tamil 
Nadu. The main finding was that the overall performance of the 
stores is found to be satisfactory with the regular increase in net 
profit from Rs 2751 in 1997-98 to Rs 52874 in 2001-02. He 
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discovered in his survey the major reasons for better performance 
of the stores are the reasonable increase in the price and also 
concerted efforts taken by the management of the stores.^^ 
Similar study has been attempted by Dr. Kumar Surender and 
Rao Rama (2003) for Vijay Krishna Super Bazar in Andhra 
Pradesh. Based on consumer survey data and the financial 
reports, they examined and found that there is a regular increase 
in the profit about 8% to 9% of the stores and the progress is 
satisfactory. According to this survey 90% consumers are satisfied 
with the stores because of the innovative measures taken by the 
stores, like availability of branded products, attractive display of 
stocks, release daily prices of the commodities in the local dailies, 
constituted the purchase committees with other cooperative 
sectors and so on. One of the special features which is highlighted 
by the authors is that the store do not avail any cash credit facility 
from any of the financial institutions and in times of need, get 
loans against their own FDs.35 
A report (2004) on ICA General Assembly Oslo, 30 August-
September 05. The theme of the General Assembly was 
'Cooperatives-business the democratic way' with specialized 
themes, 'Global environment for development: External 
challenges', and 'Democratic, Social and Economic Development: 
The Cooperative Response-Best Practices and Impact'. ICA 
president, Ivano Barberini underlined the importance of giving 
priority to the gender issues, the challenging situation in Africa 
and to involving young operators in building the ICA for the 21st 
17 
century. He said that ICA should be a part of global alliance to 
fight poverty, as cooperatives obviously are a part of the solution. 
He concluded by stressing that premises for a new direction for 
cooperatives must involve women and people from the young 
networks, as women proves to be the driving force in many 
cooperative sectors and young cooperatives possess the necessary 
perspectives for the future in the cooperative world.36 
Prof. Sudarshan R., Sridhar G. and Jyothi Arun (2004) elobrated 
the impact of consumer involvement on buying decision by 
classifying different dimensions of consumer involvement into 
four groups i.e. Antecedents, Moderating Factors, Involvement 
Properties and Response Factors. They concluded that decision 
making process diverges sufficiently in high and low involvement 
circumstances to warrant discussion of two categories of decision 
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making viz limited decision making in low involvement 
circumstances and extended decision making in high involvement 
circumstances. They suggested that the marketers for motivating 
the consumers they have to understand the impact of consumers 
involvement on buying decisions at various levels.^^ 
Muenkner Hans-H. (2004) has made study on the chances of 
development of the Cooperative Societies in the globalised 
economy. In his view the chances of Cooperatives to succeed 
would be greatly enhanced if all persons engaged in their 
operations (members, leaders, managers and staff of primary 
Cooperatives and Federations) would identify themselves 
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seriously and publicly with the ideas of Cooperatives principles 
and values.38 
Dr. Sivaprakasam P. (2004) attempted to highlight the salient 
features, of the Consumer Protection Act 1986 and amendments 
made in the Act in the year 2002, practical difficulties encountered 
in the implementation of the Act and prospects for the consumers 
through legal measures. A survey conducted by the author shows 
that the Existence of Consumer Protection Act, is known only to 
45% of the rural area's consumers and 75% of the urban 
consumers and even the Consumer Fora established by the 
government under the Act is not known to 45% in the rural area 
and 25% in the urban areas. He concluded that it is imperative, 
besides legislation, the consumers should understand their duties 
and responsibilities in making use of the legal aids available to 
them in exercising their rights.^^ 
Kattookaran T. P. (2004) analyzed a detailed examination of the 
financial performance of 24 Primary Consumer Cooperative Stores 
of the state of Kerala by adopting a secondary data. He examined 
that only 25% Primary Consumer Cooperative Stores maintained a 
reasonably good trend in net profit. The author reveals that this 
trend may be due to a rise in expenses, a fall in sales or may be 
due to changing preferences of the consumers, more over due to 
lack of professionalism which is the most chronic weakness of the 
Consumer Cooperatives Stores, particularly in the era of 
liberalization and globalization.^o 
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Dr. Kamat G. S. (2004) has made an attempt to study the 
emerging challenges before the consumer cooperatives. He reveals 
that challenges before the consumer cooperatives are to compete 
with those retailers who want monopoly having good financial 
bases and also doing malpractices, along with the fulfillment of 
the rising expectations of their members. The author suggested 
that consumer cooperative's total structure must equip itself well 
to face the emerging challenges in the competitive consumers 
market.4i 
Higuchi Seisho (2004) focused on the present situation for 
consumer cooperatives in Japan and where such Cooperatives 
Stand in Japan's Society. He elaborate that during 2004 there were 
1154 Consumer Cooperative Societies operating in Japan and 
about 42% of Japan's total population of 130 million people are the 
member of the consumer cooperatives. The remarkable point, 
which should be noted, is that their consumer cooperatives 
provide to their member consumers a financial guarantee with an 
outstanding balance of policy contracts reaching D 1,300 trillion, 
which indicates the strong background of consumer cooperatives 
in Japan. He concluded that the Japan Government hopes that 
consumer cooperatives will proper more along with 
improvements in people's livelihood and will play their given role 
in local and international communities to the fullest possible 
extent. 42 
A report (2004) on the 7'^ Asia Pacific Cooperative Minister's 
Conference from 2"^ to 4*^  February 2004. The theme of the 
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conference was "Establishing Supportive Cooperative Legislation 
and Policy for Sustainable Cooperative Development", 
inaugurated by Advani L. K. He pointed out that in view of the 
increasing competition Cooperatives must combine practical at 
grassroots and intelligence with professional training for 
achieving efficiency, quality and customers satisfaction. He 
emphatically observed that Cooperatives are an ideal form of 
economic system for poverty eradication. He rationalized that the 
cooperative ideology itself recognizes the uniqueness of 
individuals and values of equality.^s 
Dr. Sankaran P. N. (2004) traces in brief the evolution of 
cooperative movement in India since 1904 and the factors leading 
to its inception. Outlining the presence of cooperative movement 
in modern India, he explains several forms of government control 
on cooperatives and how due to the absence of National 
Cooperative Policy the cooperative sector failed to take advantage 
of first and second generation economic reforms. The author goes 
on to suggest how the recently announced National Policy on 
Cooperatives of April 2002 will lead to the development of 
Cooperatives as sustainable economic enterprises making 
significant contribution to Indian economy.^4 
Chopra Sanjeev (2004) examined the dairy network or the Amul 
pattern as it is popularly known and the agricultural credit 
delivery system. The analysis points out that in the present 
circumstances the primary concern of the cooperatives is not with 
production but value addition and marketing among others and 
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the challenges they face are from within and from the newer 
players that have started entering their new areas. He suggests 
that the future depends on whether the cooperatives are able to 
transform themselves into self-reliant and mutually aided units in 
which the members are quick enough to adapt and adjust to the 
changing business environment.^^ 
Kumar Rajendra and Dr. Kaptan Sanjay S. (2004) studied the 
relationship between Cooperative and rural marketing in terms of 
diffusion of technology in rural areas and creation of farm 
employment and availability of affordable credit. Impressive 
presence of Cooperatives in the countries worldwide is also 
described by the authors to give a global perspective. They 
suggested that the essence of partnership between Cooperative 
and rural marketing lies in their ability to enable their members to 
get better and sustainable income.^^ 
Dr, Singh Manmohan (2005) made an attempt to outline the 
challenges or problems faced by Indian Cooperatives in a 
globalize world where the winds of free trade blow stronger than 
ever. He quoted that "to revitalize the Cooperative sector in India; 
the Central Government has already taken the initiative of laying 
a strong foundation for member-centric cooperative movement by 
enacting the Multi-State Cooperative Society Act, 2002 in which 
many restrictive provisions have been removed. State 
Governments are being advised to amend their Cooperative Laws, 
on similar lines". ^^  
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• Kattookaran T. P. (2005) identified the main problems in the 
functioning of Primary Consumer Cooperatives in Kerala like lack 
of professionalism. Limited internal resources, unscientific 
purchase policy, lack of cooperative values and education, 
declining Government assistance and so on. In his view to 
increase the sales turnover, the Consumer Cooperatives should 
adopt the system of active price policy in fixation of prices for 
their goods and commodities. The self service system as practiced 
by private stores can also be adopted by the Consumer 
Cooperative Stores for better results.^s 
Thesis, Research Project, Dissertation 
• Sharma B. D. (1971) studied on the centrally sponsored consumer 
cooperative stores in Jammu and Kashmir. He discovered that 
centrally sponsored scheme have succeeded in re-linking the 
interest of consumers in the neglected and stagnant spheres of 
Consumer Cooperative in Jammu and Kashmir. Quantitatively, 
Consumer Cooperatives have covered 14 percent of total 
population and handled 7 percent of the total retail trade in the 
Jammu and Kashmir's towns and cities after the implementation 
of centrally sponsored scheme. However, qualitative assessment 
of the movement blurs this optimism. Shrinking surpluses and 
enlarging losses incurred by the stores have hindered their 
progressive path and as a result expression of dissatisfaction 
regarding effectiveness of the scheme is widespread. For the 
revival of faith in Consumer Cooperatives he recommended for 
the introduction of system of financial planning, implementation 
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of Amendment in the Cooperative Act of Jammu and Kashmir 
State restricting the term of the office bearers to three years, 
adoption of budgeting technique, promotion of information 
campaigns, standardize the procedure of book keeping system 
and so on through which much of the deficiencies can be 
removed.49 
Dr Rehman Mahfoozur (1971) studied on the Consumer 
Cooperation in Kashmir region. From his finding he comes to the 
conclusion that except some cases, the Consumer Cooperative 
movement in the state on the whole, failed to achieve its objectives 
due to the lack of organizational, promotional efforts and financial 
side. He suggested to devise a well spelt-out price policy, 
streamline the administrative and accounting procedures, extend 
modern sized retail outlets and built up trained managerial cadres 
for their survival in the state.^o 
An evaluation of Consumer Cooperation in Aligarh was made by 
Ansari Ather Parwez (1987). He discovered that stores were set 
up on the basis of wards in which city had been demarcated by 
municipal board. Out of 12 Consumer Cooperative Store wards, 
only 3 Consumer Cooperative stores wards which are only 
primary stores have functioned well otherwise whole sale store 
has been total failure, this shows a depressing progress of the 
Consumer Cooperative Stores in Aligarh. According to his 
findings the ineffective officer's recruitment under political 
pressure, defective purchase policy, low share capitals are some of 
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the main reasons of the failure of Consumer Cooperatives in 
Aligarh.51 
Research Gap 
A review of the work done in the field of consumer cooperative 
stores in the state of Uttar Pradesh shows that studies have been carried 
out in the field of consumer cooperative in India. The studies conducted 
by Dr Chellappan K. (1988), Suomela Kalevi (1991), Azad Gulab Singh 
(1996), Prof SamiUddin and Prof Rehman Mahfoozur (1983), Dr. Kamat 
G. S. (1987), Kaushesh Anshul (2004) have mainly looked into the 
genesis, policies, and problems of consumer cooperative stores in India. 
In none of the above studies, the marketing strategies of consumer 
cooperative stores in Uttar Pradesh have been looked into. Therefore, 
this is the novel efforts of the researcher as no other studies on 
Consumer cooperative stores in Uttar Pradesh have been done earlier. 
Scope Of The Study 
Since there was no concept of marketing strategies in pre 
liberalization era where as in the post liberalization and globalization 
regime the marketing of the product is based on the strategies to compete 
in the global business environment. The researcher however feels that the 
consumer cooperatives should also carve out the set of marketing 
strategies in the area of consumer cooperatives. The present study is 
designed to chalk out a set of marketing strategies based on strategies such 
as product strategy, price strategy, promotion strategy and place strategy. 
However some of the strategies as initiated by the marketing, have not 
been undertaken because the consumer cooperatives are not private or 
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public organizations. They are cooperative member's organizations and 
based on the cooperative principles, which have tiieir own marketing 
sti'ategies and values. 
The scope of this study ranges from the pure theoretical 
foundation of the consumer cooperatives to an intensive study 
of the functioning of marketing strategies of consumer 
cooperatives with reference to Uttar Pradesh, where the 
consumer cooperatives did not emerge as an independent 
movement till the establishment of Uttar Pradesh Consumer 
Cooperative Federation in the year 1965. Therefore, this study 
is confined only to the short duration and the Uttar Pradesh 
Consumer Cooperative has been selected for comprehensive 
inquiry, because of its location in the biggest urban center of 
the state at Lucknow, and also due to its longer stay in 
comparison to other stores operating in other states. 
The choice of the state of Uttar Pradesh for conducting 
this study has been made on account of its socio-economic 
settings. The important economic features distinguishing this 
state from rest of the country are the M-M position of the 
village traders, poor spread effects of urban areas on the socio-
economic rural life, immature urbanization and the consequent 
strengthening of commercial activities in the urban areas, 
outpacing of primary and secondary sectors by the tertiary 
sectors of the economy and relatively higher level of socialist 
consumption. These characteristics coupled with its being a big 
tourist attraction, make the economy more prone to inflation 
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and susceptible to the nefarious activities of the t raders . 
Therefore the need for the es tabl ishment of consumer 
cooperatives in order to safeguard the interest of the consumers 
is imperat ive . The s tudies conducted so far by the var ious 
inst i tut ions and researchers to evaluate the working of 
consumer cooperatives in the state, have not made any 
reference to the operat ions of these inst i tutes in the state and 
par t icular ly about the market ing strategies of consumer 
cooperat ives in the state of Uttar Pradesh. This has also 
p rompted the researcher to under take the present s tudy in this 
field. It is expected that the observat ion made and the 
conclusion arrived at, on the basis of this s tudy, shall be 
helpful in devising suitable measures so as to make the 
consumer cooperatives as a viable and suitable organizat ion in 
the State. 
Objectives Of The Study 
The main objectives of the present study are to identify the 
problems of consumer cooperatives in Uttar Pradesh and evaluate, 
judge and justify the role of consumer cooperatives in distribution of 
consumer goods. An attempt has been made to observe the fact that the 
situation under which the traders on the one hand are very well 
organized and the consumer cooperatives on the other hand are 
financially weak, and poorly managed. The marketing strategies are 
defective and hence the consumer cooperatives cannot stand before the 
private traders. They do not practice the true spirit and principles of 
cooperation. The specific objectives of the study are: 
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1. To examine the position of consumer cooperatives in India in 
general and Uttar Pradesh in particular. 
2. To highlight practice of principles of cooperation in consumer 
cooperatives. 
3. To examine the purchase policy, price strategy and sales policy 
of consumer cooperatives stores in Uttar Pradesh state. 
4. To suggest suitable marketing strategies and suggest measures 
for the success of the consumer cooperative stores. 
Hypothesis Of The Study 
Consumer cooperatives have been playing a significant role in 
the distribution of consumer's goods to the people particularly 
of their vicinity. It is hypothesized that: 
1. The level of satisfaction of customers of consumer cooperatives 
indicates that customer base can easily be expanded. 
2. Consumer cooperatives have a perception towards customers 
that their first priority is reasonable price rather than other 
characteristics of the product. 
3. Consumer cooperatives frame their price strategy according to 
the changing situation of the market in each area. 
4. The basic motive of promotional activities of consumer 
• cooperatives is to increase immediate sales. 
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5. Consumer cooperatives intend to go for cheapest place in order 
of preference over other factors. 
Research Methodology And Design 
For the purpose of this study two questionnaires were prepared; 
one for the survey of customers avaiHng the facilities of consumer 
cooperatives and are being treated as regular customer. The consumers 
who have basic knowledge about the consumer cooperative but are not 
buying presently are being treated as potential customers. To take the 
stock of the opinion of the customers towards the consumer cooperative 
stores in State of Uttar Pradesh, 100 customers have been covered under 
this survey; of them 50 are the regular customers while remaining 50 are 
the potential customers. For the consumer cooperative survey a list of 
1053 consumer cooperatives was obtained from Uttar Pradesh 
Consumer Cooperative Federation, Lucknow. Out of the 1053 consumer 
cooperatives, 57 are wholesale consumer cooperatives in urban and 
rural areas and remaining 996 are primary consumer cooperatives in 
urban and semi urban areas. Out of 1053 consumer cooperatives a 
sample of 57 wholesale consumer cooperatives and 150 primary 
consumer cooperatives were selected for this study as the study sample. 
The relevant information obtained was through the questionnaire 
both by mail as well as by persoimel interview. The total positive 
responses were from 50 percent i.e. 100 consumer cooperatives out of 
which information collected by mail were from 75 consumer 
cooperatives and that of personnel interview was from 25 consumer 
cooperatives. Thorough and detailed personnel interview with different 
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functionaries operating at different levels in the concerned consumer 
cooperatives in the state were conducted for preparing the study. 
As far as the collection of basic information relating to the Uttar 
Pradesh consumer cooperative's surveyed was concerned the secondary 
data were collected from the official records of the National Consumer 
Cooperatives Federation, New Delhi, the Uttar Pradesh Consumer 
Cooperatives Federation, Lucknow, the Uttar Pradesh Consumers Union 
Limited, Lucknow, the Wholesale Consumer Cooperative Stores, 
Lucknow for Agricultural Marketing, Lucknow and particularly of other 
departments of Uttar Pradesh Data was also collected through various 
annual reports of NAFED, NCDC and various issues of economic 
surveys of Government of India. Keeping in view the gravity of the 
situation, the direct personal observations were followed for intensive 
studies and obtain reliable information as much as possible and 
therefore, tried to investigate herself on the spot to make patient and 
purposeful observations, so as to know how different levels of consumer 
cooperatives stores are actually working. It was also tried to discuss in 
the important issues pertaining to the various aspects of marketing 
strategies of consumer cooperatives in the state of Uttar Pradesh. 
To collect the information from employees of the consumer 
cooperative stores, the managers of the stores and the members of 
purchase committee etc. personal talks and the method of discussion 
were also used. The available data have been analyzed through the 
application of various statistical methods combined with economic 
reasoning. Frequent uses have also been made of the management 
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principles to evaluate the working of the consumer cooperatives 
particularly their marketing strategies. 
The Universe Of The Study 
For the purpose of conducting this study the universe selected 
mainly covered all 17 divisions of Uttar Pradesh namely Agra, 
Allahabad, Azamgarh, Bareilly, Basti, Chitrakoot Dham, Devipatan, 
Faizabad, Gorakhpur, Jhansi, Kanpur, Lucknow, Meerut, Mirzapur, 
Moradabad, Saharanpur, Varanasi represent the four regions viz., 
eastern Uttar Pradesh, Western Uttar Pradesh, Southern Uttar Pradesh 
and Northern Uttar Pradesh. The reason for this choice is the fact to see 
the emphasis of marketing strategies and their implementation in 
consumer cooperatives in different divisions of Uttar Pradesh. 
The Final Sample 
The questioners as discussed above after pre testing were sent to 
all the managers, storekeepers, and other authorities of all the 100 
consumer cooperatives. The response received was from 200 consumer 
cooperatives that formed 50 percent of the planned sample for the 
purpose of the study. The responses from these consumer cooperatives 
were received both through mail as well as by personnel contact. 75 
consumer cooperatives replied through mail forming (75%) of the total 
responses and 25 consumer cooperatives had their information collected 
through personnel contacts forming (25%) of the total response. The 
response could have been more conceptual but for the fact that most of 
them did not respond regarding their budget for different years except 
only 2 consumer cooperatives responded to their budget information. 
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statistical Tools Used 
The role of statistical tool is important in analyzing the data and 
drawing inferences there from. In order to derive the substantial results 
from the information collected through questionnaires, statistical tools 
like Prefrential Index, Percentage have been used. 
Prefrential Index = S wi ni * 100/NW 
wi is the weight attached to the ith category of satisfaction (i= 1 3). 
ni is the number of people laying in the category of ith satisfaction like 
n l is the number of people classifying the product in 1*' category. 
n2 is the number of people classifying the product in 2"^ category. 
n3 is the number of people classifying the product in 3'^'^ category. 
N is the total number of respondent. 
W is the total weight of highest satisfaction. 
Percentage = x * 100/ n 
X is the ith satisfaction in this category. 
n is the total responses. 
The information gathered from questionnaires from consumer 
cooperative stores and consumers were also further supplemented on 
the basis of discussion, which made with the persons concerned and 
scientific observations. This has made the data more authentic and 
reliable. 
Analysis Of Data 
The collected data have been codified and tabulated in the 
respective chapters. Relevant statistical relationships have been 
established and analyzed. The analysis of data has helped in 
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understanding the implementation of marketing strategies in the Uttar 
Pradesh Consumer Cooperatives. Besides this, various problems which 
came in the way of faster growth of consumer cooperatives in the state 
Uttar Pradesh also have been discussed. The analyses of data have been 
presented in the respective chapters of the thesis. 
Interpretation Of Data 
The data have been interpreted with some concrete conclusions. 
The problems identified in regard to development of consumer 
cooperatives stores in Uttar Pradesh and some suggestions to overcome 
such problems have also been evolved on the basis of interpretations of 
data. Various statistical methods, formulations and techniques have 
been applied for interpretations of data. The suitable marketing 
strategies for consumer cooperative stores in Uttar Pradesh have also 
been suggested. 
Scheme Of Chapterisation 
Finally the researcher has made an attempt to give a shape of the 
study in the form of thesis. A detailed report on the survey has been 
given in the relevant chapters. The overall study covers eight chapters. 
Chapter first deals with the introduction, review of literature and 
research methodology, while second Chapter deals with the origin, 
growth, management and different levels of the consumer cooperative 
in Uttar Pradesh. The third Chapter focuses on cooperatives identities 
and its practice in Uttar Pradesh Consumer Cooperatives. Fourth 
chapter includes product strategy of consumer cooperatives in Uttar 
Pradesh, which is the first stage of marketing strategy. The fifth chapter 
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is related to price strategy of consumer cooperatives in Uttar Pradesh, 
which is the second and most important stage of marketing strategy. 
Sixth chapter is devoted towards promotion strategy of consumer 
cooperatives in Uttar Pradesh, which is another important stage of 
marketing strategies. Further seventh chapter focuses on the place 
strategy of consumer cooperatives in Uttar Pradesh, which is last stage 
of marketing strategies. Eight chapter deals with the survey of consumer 
cooperative stores in Uttar Pradesh its analysis and interpretation. 
Finally the ninth and final chapter is related to the summary, conclusion 
and some suitable suggestions to be followed by the consumer 
cooperative in general and in Uttar Pradesh in particular. At the end a 
detached bibliography and questionnaires and appendix have been 
given. 
Limitations Of The Study 
Though in the present research work attempts have made to 
analyze the problems on unbiased methods but there are certain 
limitations behind the study, which cannot be neglected. Some 
limitations of the study have been mentioned as under: 
1. It has not been possible to obtain all types of information from 
the stores in view of secrecy. Managers of the stores did not 
cooperate in providing primary data from the stores. They did 
not speak clearly about marketing strategies. The strategies 
given in the study are the outcome of discussion held with 
several managers. 
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2. The present study also based on primary data as well as 
secondary data and there are no adequate measures to judge 
their reliability. 
3. There are no proper maintaining and storing of proper records. 
4. Uttar Pradesh being a large state in the country, it is not 
possible to cover whole the areas in depth. 
5. Lack of interest on the part of the existing and regular 
customer in providing the information or filling the 
questionnaire. 
Inspite of these obvious limitations faced during the study, 
the present study has been taken in an honest mood of academic 
enquiry, and a few valuable suggestions of practical significances have 
also been incorporated in the thesis. 
Conclusion 
The present chapter dealt with the framework and research design 
of the study, which comprises the scope, objectives and the hypotheses. 
The chapter further presents the methodology i.e. sample and design, 
data collection and the scheme of chapterisation. 
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CHAPTER II 
CONSUMER COOPERATIVES IN INDIA WITH REFERENCE 
TO STATE OF UTTAR PRADESH 
Introduction 
Pioneering work in the establishment of consumer cooperatives 
for the first time was done in England, which is considered as the birth 
place of such stores, where the seed of modern consumer cooperative 
system was adopted as far back as 1844, when a small group of 28 
weavers, philanthropist and artisans started a store of their own called 
the "Rochdale Equitable Pioneers Store" in Toad Lane, Rochdale, about 
80 km away from London in England, While the cooperative system in 
India was started in the field of rural credit in the year 1904 and than for 
the first time in the field of consumer cooperatives by the name - The 
Triplicane Urban Cooperative Consumer Society was established in 
Madras province during the year 1905. 
The Growth Of Consumer Cooperative During Pre-Independence 
Since the All India Cooperative Credit Societies Act, 1904 did not 
provide for the registration of consumer's stores. The Triplicane Urban 
Cooperative Society had to open a credit department to be eligible for 
registration under this act and was registered as an urban credit society 
in 1905. This lacuna was finally removed with the passage of the 
Cooperative Societies Act in 1912. 
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The new Act did not result in the growth of consumer 
cooperatives. There is no consumer cooperative system in the country, 
in the sense in which it is understood. As the economy of the country 
was basically depended on agriculture and there was a need to 
strengthen the credit structure to ensure a steady flow of credit to help 
the agriculture and the rural farmers. There was a need to develop other 
activities related to the rural areas, since majority of our population 
lived in rural areas. Thus the activities related to rural economy like 
weaving, pisci-culture, storage and marketing of grains were taken up 
by the cooperative to help the farmers and the rural people. The struggle 
of independence also enthused the people to organize themselves and 
strengthen the rural economy in order to make the people self-reliant 
and make the country less dependent on the important goods. This was 
in tuning with the political atmosphere that prevailing in the country. 
Whatever growth occurs in this field is seen during the periods of 
scarcities followed by controls or rationing. When scarcities diminish, 
consumer cooperatives languish unless they satisfy certain needs and 
urges or sustained by capable leaders. In 1928-29 there were 323 primary 
consumer stores and ten years later the number increased to396 only. 
The scarcity of essential commodities and the resultant rationing of food 
grains during the Second World War period and immediately after, 
gave an impetus to the consumer's societies system in many of the 
states. The Government utilized the primary consumer's stores as 
agencies for distribution of various controlled commodities. Under 
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Government patronage and the absence of competition in the market 
their numbers increased considerably. 
The Growth Of Consumer Cooperative During Post-
Independence 
The ushering in of independence in 1947 had also seen the 
partition of this country, which not only saw the uprooting of certain 
population from their homes and hearths but also spelt a disaster for the 
economy. Thus after the independence the task before the Government 
was to socio-economic reconstruct ion of the society th rough 
p lanned development . The process of development has 
a t tempted the systematic bu i ld ing up of ins t i tu t ions , which can 
become ins t ruments of social and economic change. The State 
has to reduce economic dispar i t ies , br ing means of p roduc t ion 
and dis t r ibut ion under social control , redis t r ibute power among 
different sections of society and res t ructure the social order 
where everybody has equal oppor tun i ty for self-growth and 
development and par t ic ipat ion in the development process. 
The cooperatives would ensure growth with social justice, 
redis t r ibut ion of income and power , br idging the gap between 
the rich and poor, inspire confidence in the people about their 
abili t ies, and create oppor tuni t ies for par t ic ipat ion of the 
people in the decis ion-making process that directly affects their 
everyday life which are the lessons in democracy. It includes 
values of mutua l help , self-reliance and discourage profit, the 
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motive force of the private trade, and the development of a 
rule-bound, impersonal and indifferent bureaucracy, retain 
individual initiative and creates the social and psychological 
ethos - i.e. essential for the growth of the will to change on the 
part of the people especially in the rural areas. Cooperative is 
not only an economic strategy but also a moral and social 
system in the national economy. Ideologically, the consumer 
cooperatives would serve as effective agencies in the 
implementation of the social and economic programmes of the 
Government. 
The basic objective in developing a consumer cooperative 
system is that of its relevance to the state and the community at 
large. The cooperatives should not be state-created and state-
dominated or of ameliorative nature which were mere gestures 
of philanthropy or charity and not agencies of social change. 
The cooperatives to discharge their new role in independent 
India must be democratically controlled peoples' institutions. 
The All India Rural Credit Survey Committee Report 1954 
recommended the principle of state partnership (share capital 
contributions, managerial subsidies, concession loan finance) as 
the corner-stone of state policy on cooperatives. The Committee 
reasoned that the rural economy consists of weaker sections 
that are vulnerable and open to exploitation by the dalals, 
moneylenders, landlords etc, unless supported by the state. The 
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cooperatives formed by the weaker sections would have no 
chance of survival without state help. This strategy has 
certainly helped the growth of cooperatives but the very 
philosophy underlying the cooperative movement has been lost 
sight of. 
Consumer Cooperative During Five Year Plans Period 
The First Five Year Plan envisaged a very limited role for 
the consumers' cooperatives. It pointed out that due to the 
influence of rationing and governmental distribution of scarce 
goods, a number of consumer cooperative stores have come into 
existence but have failed to extend their usefulness beyond 
these limits. The Plan suggested that in urban areas, special 
attention must be given to consumer cooperatives and in the 
best interests of the planned development of distributive trade 
and an attempt is to be made to build up consumer cooperatives 
over as wide as possible, a field of distribution. It was further 
stated that the consumer cooperatives should be organized 
voluntarily by the people and the state should adjust its 
policies in such a way that the legitimate interest of the 
consumer cooperatives are not ignored by those departments of 
the Central and State Governments which attend to their claims. 
However, no systematic policy for the establishment and 
financing of the consumers cooperatives was formulated^. 
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The Second Five Year Plan also reiterated the scope for the 
development of consumers' cooperatives and pointed out that 
the consumers' cooperative movement has so far failed to 
develop inspite of the considerable scope for it. It 
recommended that the problems faced by these stores should be 
closely studied and that well organized programmes should be 
chalked out. Later on, specific targets could be laid down for 
the growth of the consumer stores. The Plan also wanted to 
forge linkages between the urban and rural areas in the 
distribution of consumer goods. The Plan's strategy appeared to 
encourage the producer's cooperatives and the marketing 
cooperatives rather than to protect the interests of the 
consumers, which was their primary objective. Like the First 
Five Year Plan the second one also remained silent as regards 
the development of specific and precise programmes with 
targets and also the provision of financial assistance to the 
consumer cooperatives^. 
The Third Five Year Plan pointed out that the conditions 
for the development of consumer cooperatives were favorable if 
special efforts were made, rapid progress could be achieved. 
There would be a greater help not only in the stabilization of 
retail prices, but also in preventing the evils of adulteration in 
foodstuffs. The plan recommended that 50 wholesale stores and 
2200 primary consumer stores should be established. 
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The Plan would however reconsider these targets in the 
light of the report of the Commit tee on Consumer Cooperat ives 
set up by the Nat ional Cooperat ive Development and 
Warehousing Board (Natesan Commit tee Report 1961) 3. The 
plan pointed out that there was an urgent need and 
considerable scope for the development of a successful 
consumer cooperat ive movement , especially in the urban areas, 
but that the movement had lagged behind. In rural areas, the 
d is t r ibut ion of essential consumer goods would fall legit imately 
wi th in the functions of the service cooperat ives and the 
market ing cooperat ives would make the ar rangements for the 
supply of goods to the consumer cooperatives^. 
Centrally Sponsored Scheme Of Consumers' Cooperative 
At the time of emergency due to Chinese aggression in the 
year 1962, the Government of India had decided to stimulate the 
progress of consumer cooperatives by sponsoring a centrally 
sponsored scheme based on the recommendation of the Natesan 
Committee for setting up consumers' co-operatives under which 113 
cities with a population of over one lakh and 137 towns with a 
population between 50,000 and 1 lakh will have a net-work of 
consumer co-operatives. These centrally sponsored 200 co-operatives 
wholesale and 4,000 primary stores would be entrusted with the task 
of ensuring a fair distribution of goods. 
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For the approved pattern of assistance under centrally 
sponsored scheme was laid down by the Ministry of Community 
Development, Panchayati Raj and Co-operative, and for financial 
assistance under Third Five-Year Plan is given as in the appendix-A. 
The tentative figures regarding their state-wise distribution 
were chalked out in November 1962, i.e., immediately after Chinese 
aggression. For tentative state wise distribution of consumer 
cooperative stores mentioned in the scheme are given in the 
appendix-B. 
In nutshell, the scheme dealt with the scope, financial 
implications, management and expenses thereof, administration and 
provision of supplies etc. 
The Fourth Five Year Plans came into operation in 1969 and 
practically commenced in all cities, with a population of 50,000 and 
above. There were 387 wholesale stores and about 13,000 primary 
stores and about 100 departmental stores. Their total sale during 
1968-69 was about of Rs. 332 crores out which the share of wholesale 
stores was Rs. 163 crores, where as the share of primary consumer 
stores was Rs 139 crores and departmental store's share was Rs 26 
crores. During fourth plan, the provisions of Rs 18 crores was made 
to further development and streamline the consumer cooperatives. 
The programme also includes the setting up to 25 departmental 
stores, 1200 wholesale stores and strengthening of State Federation^. 
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The Fifth Five Year Plan initiated a centrally sponsored 
scheme for the development of state level consumer cooperative 
federations. Under this scheme, the Central Government was to 
provide financial support to the state consumer cooperative 
federations to set up consultancy and promotional services and 
for the creation of managerial pools and cadres. It is also 
proposed to rehabilitate about 200 primary stores, 100 
wholesale stores and 30 departmental stores by providing them 
suitable assistance. It was during fifth five year plan that the 
consumer cooperatives made a good progress, as in June, 1978 
there were 440 wholesale stores, 200 departmental stores, 16152 
primary stores, 14 State Federations and on the top a National 
Federation at Delhi. There was a phenomenal increase in their 
membership, which stood at about 57.7 lakhs. The share capital 
increased from Rs 15.7 crores in 1974-75 to Rs 22.23 crores 
inl977-78. The volume of retail trade handled by them 
increased from Rs 400 crores during 1974-75 to Rs 550 crores 
during 1975-76 depicting an increase of 37 percentages in one 
year^. 
The Sixth Five Year Plan pointed out that one of the major 
problems faced by the consumer cooperatives both in the rural 
and the urban areas were inadequate finance, uncertainties in 
the procurement of supplies and lack of trained and skilled 
manpower. Therefore it gave a priority to the development of 
professionals and streamlined cadres to management positions. 
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In spite of the recommendations of a number of committees and 
experts in the last three decades^, not much has been done to 
build up such professionalism. Neither the scheme of 
organization of pools of personnel nor of formation of cadres 
for different types of cooperatives has worked. The 
cooperatives resisted accepting personnel recruited on a 
centralized basis either by the cooperative departments or by 
special cadre societies or the sectoral federations. Since most of 
the cooperatives cannot provide competitive salary scales or 
career advancement prospects to attract right kind of personnel. 
The Sixth Plan proposed to devise a system by which key 
personnel are recruited for the whole range of small and 
medium cooperatives in an organized manner. The cooperative 
sector must operate as an inter-linked whole rather than as a 
mere collection of small-scattered institutions. The plan, also 
proposed to identify the organizational and managerial 
deficiencies in the various sectors of cooperative activities and 
devise measures for their removal. For the first time, attention 
was given to the commitment, and quality of the elected office-
bearers who have formed vested interests in the cooperatives. 
Since de-limiting the terms of office has not helped in this 
regard, the byelaws of these cooperatives were to be suitably 
revised to ensure that mere office-seekers were eliminated^. 
During Jime 1979, the four-tier structure of the consumer 
cooperatives comprised of a National Federation, 14 State Cooperative 
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Marketing-cum-Consumer Federations, 481 central or wholesale consumer 
stores at the district level and also some stores at the district level and 
16348 primary consumer cooperatives at the base. The district level 
wholesale stores were also operating 3690 branches including about 200 
departmental stores. Beside this about 5000 cooperative stores were also 
functioning among industrial workers, employees of railways, posts and 
telegraphs department etc. In the rural areas, about 1900 primary 
marketing cooperatives and over 37000 village or service cooperatives and 
other cooperative orgarusations were connected with the distribution of 
consumer articles. During 1979-80, the total retail trade handled by the 
urban consumer cooperatives was estimated about Rs. 800 crores and in 
the rural areas also the estimated value of consumer articles sold was Rs. 
800 crores. 
The Seventh Plan rei terated the goals of the sixth plan and 
further p lanned to cover all the state capitals and metropol i tan 
cities having a popula t ion of one lakh and above by set t ing up 
depar tmenta l stores of varying sizes, depend ing upon local 
requi rements . The depar tmenta l stores were to be increased 
from 330 to 430. The retail outlets of the pr imary consumer 
cooperat ive stores and wholesale central consumer cooperat ive 
stores were to be increased from 31,960 to 32,660. In the rural 
areas, all the pr imary agricul tural credit societies (94,000) were 
to be brought under the consumer cooperat ive p rogramme 
instead of just 43,296 credit societies. A selective approach was 
to be followed in identifying the financial and inst i tut ional 
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needs etc. of primary cooperatives. The working of urban 
consumer cooperatives, village cooperatives and agencies 
concerned with the production, procurement and distribution 
of consumer goods were to be coordinated for effective 
distribution. The National and State Consumer Federation were 
to be strengthened to ensure a regular supply of goods to the 
retail stores. The regional distribution centers were to be 
established to centralize the purchasing activity to achieve 
economies of scale of operation. Thus, the purchasing and 
selling functions were to be separated^. 
The Eight Plan aims at building up the cooperative sector 
as a self-managed, self-regulatory and self-reliant institutional 
set up so that it may play a significant role in improving 
productivity and creating additional employment opportunities 
in rural areas. The plan assures appropriate linking of 
consumer cooperatives with the public distribution system. The 
target in eight plan was that consumer goods to be distributed 
of Rs 4500 crores in rural areas and Rs 5000 crores in urban 
areas^°. 
National Consumer Cooperative Federation - Its Role In 
Strengthening The Consumer Cooperative In India 
The National Consumer Cooperative Federation of India Ltd. is 
the national level consumer cooperative organization and covers the 
entire country as its area of operation. It was set up on 16 October 1965 
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to provide supply support to other consumer cooperatives wherever 
needed. It has a mixed type of membership as mentioned below: 
Table - 2.1 
Category Of Membership 
Category of Membership 
State Level Consumer Federation 
Large Sized Wholesale/Central/Primary Cooperatives 
National Level Apex Cooperative Federation 
National Cooperative Development Corporation 
Government of India 
Total: 
Number 
20 
112 
2 
1 
1 
136 
(As on 31.03.2004) 
Source: Indian Cooperative Movement-A Profile, 2005, P.33. 
The NCCF functions through its Head Office located at New Delhi 
and its 23 branches and 11 sub branches located in various parts of the 
country. The share capital of the NCCF as on 31.03.2003 was Rs. 18.56 
crores. It is engaged in procurement and distribution of various items of 
consumer goods such as food grains, pulses of different varieties and 
various manufactured consumer goods. It has also made centralized 
arrangement for supply of selected consumer goods such as tea, iodized 
salt, toilet soap, exercise note books etc. for distribution to different States 
and their nominated agencies. The NCCF earned a net profit of Rs 4.19 
crores in the year 2003. 
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The main functions of the NCCF are (i) to act as spokesman of the 
consumer cooperative movement (ii) to assist and guide member 
institutions (iii) to provide constancy and promotional services in 
various areas (iv) to promote consumer cooperatives and (v) to provide 
support to its members in particular and consumer cooperatives in 
general for distribution of consumer goods. 
It is also providing consultancy services to the consumer 
cooperatives to improve their commercial operations and managerial 
efficiency, besides organizing training programs and workshops thought 
out the country. The NCCF also supports the weak and financially 
unviable consumer cooperatives to improve their working. 
The Present Structure Of Consumer Cooperative In India 
The Consumer Cooperatives structure in the country has been 
developed on a 4-tier framework. The primary cooperative stores at the 
grass root level the wholesale or central cooperative stores at the district 
level, and a state level federations and the NCCF at the National Level. 
In the villages and in the rural areas, the distributions of consumer 
goods are being undertaken by the large sized agricultural multi-
purpose societies (LAMPS) and the primary agricultural societies 
(PACS). The distributive networks of consumer cooperatives in India as 
on 31.03.2005 are shown in table 2.2. 
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Table - 2.2 
Distributive Networks Of Consumer Cooperative In India 
No. of Stores 
Branches (including 
Department stores) 
Total Sales (Rs. in million) 
Membership (000) 
Primary 
Consumer 
Store 
24078 
7484 
16024.30 
10574 
Wholesale/ 
Central 
Stores 
794 
5001 
20656.00 
2229 
State 
Cooperative 
Federations 
30.00 
737 
14371.20 
21000.00 
PACS/ 
LAMPS 
58,000 
12,320 
5, 63,823 
62118.00 
Source: NCCF and Consumer Cooperatives- in Consumer Protection, A 
Profile -2005,P.13. 
It can be observed from the above table 2.2 that the distributive 
network of consumer cooperatives in India consist of 24,078 primary 
consumer stores all over the country, 794 wholesale stores and 30 State 
Cooperative Federations while PACS/LAMPS were 58,000 in the year 
2005. 
The total sales of primary consumer stores was of Rs 16,024.30 
million, wholesale stores was of Rs 20,656 million and of State 
Cooperative Federations was Rs 14,371.20 and PACS/LAMPS was Rs 
5,63,828. 
The total membership of primary consumer stores was 10574000, 
wholesale stores were 2229000, and State Cooperative Federations was 
21000000, while PACS/LAMPS were 62118000. 
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The Consumer Cooperative In The State Of Uttar Pradesh 
The consumer cooperatives made its debut in the State with the 
Kashi Cooperative Store in 1907, and few more stores sprang up here 
and there before the First World War in the year 1914-1918. But most of 
them succumbed to failure for diverse reasons including insufficient out 
lay, mismanagement and combination of credit with trade. Among the 
stores, which were prominent at the eve of war, were the Sandilla 
General Store organized in 1912, the Lalimli store established in 1913 for 
the workers of Kanpur Woolen Mills and the Central Hindu College 
store at Banaras. The Sandilla Store earned Rs. 2600 profit in 1917-18 
from which it declared a dividend at 6.25 percent and later on it was 
wound up. The main reason of the failure of these stores were defective 
marketing strategies beside the lack of application of principles of 
cooperation in the true sense. 
The year 1920-21 was the peak year of progress when there were 
four student's consumer cooperative stores and 17 general consumer 
cooperative stores in U.P were organized, but with the decline in prices, 
the picture became gloomy, and by 1928-29, except ten, all stores had 
languished and again beaten by depression the number narrowed down 
to 5 in 1929-30. In the same year an attempt to start a store for the 
Kanpur Mill Laborers met with little response and the promoters 
relinquished the efforts saying that "it is no use to trying to start a store 
for those who do not want it" as it was also happened in the year 1844 
in England when some colleagues turned down the suggestions of 
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promoters. Ultimately the store was started with a fresh spirit with 
some changes in the provisions of by-laws and the education to 
members was given top priority in the reformed by-laws. 
In the year 1931-32 there were 11 stores, and with the passage of 
time more and more stores were organized as in the year 1937-38, 7 
student's consumer cooperative stores and 5 general consumer 
cooperative stores were established, and in year 1938-39, 18 consumer 
cooperative stores, while in 1939-40, 9 students consumer cooperative 
stores and 15 general consumer cooperative stores were organized. At 
the outbreak of Second World War in the year 1939-1945 the 
Government at first did not make use of these services of the stores, as 
the number was only 35 in 1941-42. But with the State patronage, the 
number grew up to 110 in the year 1942-43 and 159 in the 1944-45; with 
record a turnover of Rs. 35.15 lakhs and a profit of Rs. 58,000. 
After independence in July 1948, the government-decided to 
entrust the distribution of rationed articles through the stores and for 
this purpose the government organized 1 store for every rationing sub 
area of 25,000 adults. These stores were spread over 62 towns and cities of 
the state, serving 2/3»''i of the rationed population. Besides the food grains, 
they also dealt in sugar, cloth, kerosene oil, soap, groceries and other 
articles. When the controls were lifted, there was a sudden fall from Rs. 11 
crores to 1 crore in the business of the stores. 
In 1955-56 their were 1,394 members with a capital of Rs. 10,624 the 
program of the State Government was to establish 250 primary consumer 
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cooperative stores in 53 towris having a population of over 25,000 and 150 
stores in hilly areas during the next five year plan. 
In 1958 the Government took some items under its control for 
distribution and the Government for running fair price shops preferred 
consumer cooperatives, and this indirectly paved the way for the rapid 
growth of the consumer cooperatives in the state. While in 1960 the 
recommendations of Natesan Committee for improvement of consumer 
cooperatives were also implemented in the state. So as to enliven it and 
make it a force in the country's economy. 
By the end of 1963-64 govermnent introduced a sub-scheme for the 
organization of State Federation of wholesale stores. Under the scheme it is 
suggested that, to open wholesale and primary consumer cooperative 
stores in those town and city, which are having a population of 50000 or 
more. 
Establishment Of Uttar Pradesh Cooperative Consumer's 
Federation 
The U. P. Cooperative Consumer's Federation was established on 
4*, December 1965 with its head office at Lucknow. It is an apex consumer 
cooperative institution in the state. 
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Objectives Of Uttar Pradesh Cooperative Consumer's 
Federation 
The objectives of the U.P. Cooperative Consumer's 
Federation, are primarily to co-ordinate and facilitate the 
working of the affiliated wholesale consumer cooperative stores 
and to assist in the promotion, organization and development 
of wholesale consumer cooperative stores and with a view: -
(a) To make procurement of consumers goods in bulk from 
with in the state and other states mainly for sale and 
supply to affiliated stores and to arrange for proper 
storage, packing, grading and transport of such goods. 
(b) To function as agent of Government and of undertakings 
in public, private and cooperative sectors for the 
distribution of controlled and consumer goods, and to 
import consumer goods from abroad. 
(c) To establish and run manufacturing and processing units 
for the production of consumer goods (in collaboration 
with other cooperatives or directly by itself) primarily to 
meet the demand of its affiliated societies. 
(d) To built cadres of employees of affiliated wholesales 
consumer cooperative stores. 
(e) To render technical guidance and assistance to affiliated 
wholesale stores in grading, packing, standardization, 
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bulk buying, storing, displaying, pricing, disposal, and 
other business techniques including management methods 
intended to improve and increase operational and increase 
operational and managerial efficiency. 
(f) To advice and assist affiliated wholesale stores in 
standardizing the accounting and stock control methods 
and practice. 
(g) To assist the working of affiliated wholesale stores. 
(h) To hold seminars, conferences and meetings and to 
undertake publicity, propaganda and education 
campaigns and similar other functions as may help the 
development of consumer's cooperative movement. 
(i) To collect and disseminate market intelligences and other 
information relating to the business of consumer 
cooperatives. 
(j) To arrange for the trading of the employees of consumer 
cooperatives in coordination with and with the assistance 
of other concerned agencies. 
(k) To assist the affiliated wholesale stores in securing 
financial accommodation from Government and the State 
Bank of India, State and Central Cooperative Banks, and 
from other commercial banks or financial agencies. 
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In furtherance of the aforesaid objectives are; 
(a) Receive share capital and loans from Government 
and loan from cooperat ive financial agencies and the 
State Bank of India. 
(b) Accept agency for wholesale business in consumer 
goods. 
(c) Establish business relations with market ing 
processing and indust r ia l cooperat ives. 
(d) Become a member of the State Cooperat ive Bank, 
Nat ional and State level Federat ions and Union. 
(e) Obtain and acquire own land, bui ld ing , vehicle, 
factories, workshops , machinery and equipments or 
erect bui ld ings and set factories or workshop . 
(f) Create and maintain cell of technical personnel. 
(g) Undertake and do with the approval of the Registrar such 
other activities as are incidental and conductive to the 
attainment of its objects and are calculated to help the 
development of consumer cooperative movement. 
The U.P.C.C.F has 257 members; including the State Government as 
one of the members with 15 branches and 16 working depose including 2 
branches and 1 depose in Uttarakhand working under the government of 
Uttarakhand State. There are three types of membership in Uttar Pradesh 
Cooperative Consumer's Federation i.e. ordinary membership, special 
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membership and nominal membership the detail and cessation of 
membership is given in the appendix-C. 
During 1969-70 the emphasis is on consolidation and strengthening 
of consumer cooperatives at all levels and it was also felt that the stress 
should be laid on existing consumer cooperatives working at different 
levels. The government has promised an all out support not out of just 
philanthropic motive but it was also envisaged to integrate the public, the 
private and the consumer cooperative institutions into a cohesive and 
balanced working system. 
In 1980-81 the share capital of the federation was Rs 1.45 crores, the 
total business conducted by the federation was Rs 34.73 crores, and there 
were 57 wholesale corisumer cooperatives stores, and 1788 primary 
consumer cooperatives in all over the State. The membership of the 
federation was 115 where as the wholesale consumer cooperative's 
membership was 172193 and primary consumer cooperative's membership 
was 477165. The profit earned by the federation was 0.008 crore. 
It is encouraging to note that in 1986-87 the share capital of 
federation was increased to 5.08 crores, and the total business conducted 
by the federation was also increase to Rs 64.46 crores. The amount of profit 
has also shown an encouraging position, which rouses to Rs 0.11 crores. 
The membership of federation was also increased to 177, while the 
membership of wholesale consumer cooperatives was increased to 182492 
and primary consumer cooperative's membership increased to 488577. The 
performance there after, was as under: 
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Table - 2.3 
Performance Of U.P. Cooperative Consumer's Federation 
During 1991-92 - 2003-04 (in crore) 
Year 
1991-1992 
1992-1993 
1993-1994 
1994-1995 
1995-1996 
1996-1997 
1997-1998 
1998-1999 
1999-2000 
2000-2001 
2001-2002 
2002-2003 
2003-2004 
Membership 
204 
209 
206 
204 
221 
226 
227 
227 
251 
251 
257 
257 
257 
Share 
Capital 
5.18 
5.68 
5.69 
5.68 
6.33 
6.12 
6.38 
6.38 
6.38 
6.38 
6.38 
6.38 
6.38 
Govt. 
Share 
4.32 
4.82 
4.82 
4.82 
5.46 
5.75 
5.49 
5.49 
5.49 
5.50 
5.50 
5.50 
5.50 
Own 
Capital 
-
4.64 
4.41 
3.56 
-0.32 
-5.34 
-10.62 
-17.70 
-19.34 
-21.48 
-22.87 
-23.95 
-
Working 
Capital 
27.94 
29.18 
27.92 
27.45 
38.26 
42.89 
52.43 
30.59 
30.59 
75.72 
33.89 
32.47 
-
Total 
Business 
69.05 
43.46 
155.27 
96.08 
95.38 
55.74 
71.55 
155.56 
115.46 
123.09 
252.52 
220.56 
153.50 
Profit/ 
Loss 
-0.33 
-1.75 
-0.17 
-0.87 
-4.51 
-5.10 
-4.97 
-7.07 
-7.60 
-2.15 
-1.39 
-1.08 
-
Source: Compile From Cooperatives in U.P. Statistical Profile, 2003-2004 
A Review Of Uttar Pradesh Cooperative Consumer's Federation 
Performance 
The full details of the performance of federation in U.P. during 1991-
92 - 2003-04 are furnished in table 2.3. 
It can observe from table 4 that the total membership of the 
federation was 204 in the year 1991-92. Which rose to 251 by the end of 
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1999-2000 and it is further increased to 257 by the year 2003-2004. This 
increase in the membership was due to the Government emphasis in 8^^ 
plan to link the consumer cooperatives with public distribution system. 
The total amount of share capital of the federation was Rs 5.18 crore in the 
year 1991-92, which it rose to Rs 6.38 crores, to the end of the year 1999-
2000 and remained the same by the year 2003-2004. 
The amount of contribution irt share capital by the State Government 
to federation in the year 1991-92 was Rs 4.32 crores and the end of 1999-
2000 the amount increased to Rs 5.49 crores and to Rs 5.50 crores by the 
end of 2003-04. 
The amoimt of working capital in federation in the year 1991-92 was 
Rs 27.94 crores, and it increased to a level of Rs 30.59 crores, by the year 
1999-2000, while it remained the same upto year 2003-2004 due to the 
Government's indifference attitude towards cooperative sector. 
The total business conducted by the federation in 1991-92 was Rs 
69.05 crores, which is further increased to Rs 115.46 crores and than Rs 
153.50 crores in the year 2003-04. During 1991-92 the federation did not 
earn any profit but incurred losses of Rs 0.33 crores. Further losses gone 
upto Rs 7.60 crores, in 1999-2000 and by the 2003-04 the position remain 
the same. 
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Table -2.4 
Perfonnance Of Wholesale Consumer Cooperative Store In U.P. 
During 1991-92 - 2003-04 
Year 
1991-92 
1992-93 
1993-94 
1994-95 
1995-96 
1996-97 
1997-98 
1998-99 
1999-2000 
2000-2001 
2001-2002 
2002-2003 
2003-2004 
No of Stores 
58 
58 
58 
58 
58 
58 
63 
63 
63 
57 
55 
57 
57 
Member Ship 
220981 
220981 
220981 
225985 
229699 
230764 
202144 
213907 
222480 
203049 
190169 
196347 
195106 
Sales Turnover 
(lakh) 
3326.98 
2476.70 
2316.61 
1543.72 
1871.68 
1974.63 
3517.12 
3584.32 
3805.23 
500.91 
5150.83 
5274.97 
4406.32 
Share Capital 
(lakh) 
442.01 
447.31 
451.23 
465.00 
467.17 
495.37 
589.22 
579.69 
579.76 
562.62 
546.26 
544.77 
660.25 
Govt Capital 
(lakh) 
360.83 
364.68 
366.58 
379.33 
381.11 
412.13 
452.78 
477.69 
496.32 
474.02 
452.84 
467.11 
465.25 
Year 
1991-92 
1992-93 
1993-94 
1994-95 
1995-96 
1996-97 
1997-98 
1998-99 
1999-2000 
2000-2001 
2001-2002 
2002-2003 
2003-2004 
Working 
Capital (lakh) 
1552.10 
1586.45 
1602.22 
1629.11 
1602.25 
1754.58 
1327.83 
1320.22 
1351.15 
1205.51 
1137.51 
1075.63 
1232.24 
Stores Running 
in Profit 
10 
03 
06 
01 
03 
04 
06 
08 
09 
10 
09 
10 
10 
Profit Earned 
by Stores 
(lakh) 
1.51 
0.66 
1.95 
0.30 
0.47 
6.49 
3.24 
10.73 
10.81 
4.38 
4.56 
8.48 
6.42 
Stores Running 
in Loss 
22 
31 
21 
20 
15 
15 
28 
29 
29 
31 
20 
34 
35 
Loss Incurred 
(lakh) 
65.03 
87.00 
52.98 
57.13 
80.39 
48.04 
264.59 
267.62 
255.38 
167.62 
333.80 
394.98 
309.23 
Source: Compile From Cooperative in U.P. Statistical Profile 2003-2004 
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A Review Of Wholesale Consumer Cooperative Performance 
The details of the performance of wholesale consumer cooperative 
stores during the year of 1991-92 to 2003-2004 are given in table 2.4. 
The table reveals that the total number of wholesale stores has gone 
up from 58 in 1991-92 to 63 by 1999-2000 and than reduced to 57 in year 
2003-2004. This decrease in the number of wholesale consumer 
cooperatives is due to the bifurcation of State of U.P. and Uttarakhand. 
The total membership of the wholesale stores was 220981 in the year 
1991-92 and by the end of year 1999-2000 the membership increased to 
222480 and than it decreased to 195106 in year 2003-2004 due to same 
above reason. The total volume of sales turnover was estimated at Rs 
3326.98 lakhs in 1991-92. By the end of 1999-2000, the total value of sales 
increased to Rs 3805.23 lakhs and by the end of 2003-2004 to Rs 4406.32 
lakhs. The total amount of share capital was Rs 442.01 lakhs in the year 
1991-92. By the end of 1999-2000 the share capital increased to Rs579.76 
lakhs and in year 2003-2004 it again increased to Rs 660.25 lakhs. The 
amount of share capital by Government, in year 1991-92 was estimated at 
Rs 360.83 lakhs. By the end of 1999-2000 the Government contribution 
increased to Rs 496.32 lakhs but in 2003-2004 Government's contribution 
decreased to Rs 465.25 lakhs. The amount of working capital was Rs 
1552.10 lakhs in the year 1991-92. By the year 1999-2000 the amount of 
working capital decreased to Rs 1351.15 lakhs and by the end of 2003-2004, 
further decreased to Rs 1232.24 lakhs. The total number of wholesale stores 
rimning on profit in U.P.during the year 1991-92 was computed at 10. By 
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the end of year 1999-2000 the profit earning stores decreased to 9 but in 
year 2003-2004 profit earning stores again increased to 10. 
The total amount of profit earned by all these stores in the year 1991-
92 was estimated at Rs 1.51 lakhs. During the year 1999-2000 the store's 
profit increased to Rs 10.81 lakhs in spite of the fact that the number of 
stores decreases as mentioned earlier. But the amount of profit again 
decreased to Rs 6.24 lakhs in the year 2003-2004 after having increase in 
number of stores as mentioned earlier. The total number of stores running 
on losses in U.P. in the year 1991-92 was 22 and in the end of 1999-2000 the 
number of stores running in losses increased to 29 and than further 
increased to 35 in the year 2003-2004. 
The total amount of losses incurred by the loss earning stores in 
1991-92 were 65.03 lakhs, which is further increased to a level of Rs 255.38 
lakhs in the year 1999-2000 and than Rs 309.23 lakhs in the year 2003-2004. 
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Table -2.5 
Performance Of Primary Consumer Cooperative Store In 
During 1991-92 - 2003-2004 
U.P. 
Year 
1991-92 
1992-93 
1993-94 
1994-95 
1995-96 
1996-97 
1997-98 
1998-99 
1999-2000 
2000-2001 
2001-2002 
2002-2003 
2003-2004 
Year 
1991-92 
1992-93 
1993-94 
1994-95 
1995-96 
1996-97 
1997-98 
1998-99 
1999-2000 
2000-2001 
2001-2002 
2002-2003 
2003-2004 
No. of Stores 
1757 
1765 
1765 
1766 
1766 
1766 
1279 
1279 
1216 
1064 
948 
909 
996 
Working 
Capital (lal<hs) 
520.07 
547.32 
554.11 
583.17 
572.21 
628.36 
430.69 
437.43 
449.05 
348.92 
375.65 
443.78 
363.81 
Member- ship 
499052 
499728 
500255 
500410 
500411 
500462 
229692 
245172 
245176 
180288 
175177 
187577 
212271 
Stores 
Running in 
Profit 
72 
64 
38 
28 
29 
111 
375 
389 
413 
374 
402 
376 
445 
Sales 
Turnover 
(lakhs) 
1345.53 
1499.37 
589.96 
445.78 
420.51 
1440.42 
2238.97 
4065.90 
4320.43 
3096.03 
3058.14 
3034.91 
3192.30 
Profit Earned 
by Stores 
(lakhs) 
6.84 
8.14 
4.85 
2.17 
3.42 
59.27 
106.33 
229.72 
258.55 
29.29 
21.26 
31.14 
50 
Share Capital 
(lakhs) 
68.57 
68.91 
68.77 
73.11 
73.22 
74.56 
79.52 
135.78 
186.87 
222.30 
106.37 
92.81 
83.79 
Stores 
Running in 
Loss 
21 
28 
16 
23 
11 
11 
53 
97 
99 
109 
141 
172 
158 
Govt Share 
(lakhs) 
14.88 
14.86 
14.80 
14.78 
14.42 
13.74 
9.81 
8.93 
8.93 
6.49 
7.53 
6.59 
13.31 
Loss Incurred 
by Stores 
(lakhs) 
4.62 
2.51 
1.59 
2.66 
0.59 
11.06 
17.18 
7.34 
7.28 
9.14 
9.14 
14.94 
14.37 
Source: Compile From Cooperatives in U.P. Statistical Profile 2003-2004 
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A Review Of Primary Consumer Cooperative Performance 
The full details of primary consumer cooperative stores in U.P. 
during 1991-91 to 2003-2004 are furnished in table no 2.5. 
It can be observed from table no 2.5 that the total number of stores in 
U.P. decreased from 1757 in 1991-92 to 1216 in 1999-2000 and than 
increased to 996 in year 2003-2004. 
The total membership of the stores also decreased from 499052 in 
year 1991-92 to 245176 in year 1999-2000 and to 212271 by the end of year 
2003-2004. The total value of sales turnover of all the stores was Rs 1345.53 
lakhs in year 1991-92. By the end of 1999-2000, the quantum of sales 
increased to a tune of Rs 4065.90 lakhs and than decreased Rs 3192.30 in 
the year 2003-2004. The total amount of share capital in respect of all stores 
was Rs 68.57 lakhs in year 1991-92 which is further increased to Rs 186.87 
lakhs in 1999-2000. During the year 2003-2004 it is decreased to Rs 83.79 
lakhs. The amount of contribution to share capital by the Government in 
U.P. was Rs 14.88 lakhs in the year 1991-92, which decreased to Rs 8.93 
lakhs in year 1999-2000. By the end of 2003-2004, it is increased to Rs 13.31 
lakhs. 
The total amount of working capital of the stores during 1991-92 was 
Rs 520.07 lakhs, which is decreased to a level of Rs 449.05 lakhs in the year 
1991-2000 and further, decreased to Rs 363.81 lakhs in the year 2003-2004. 
The number of stores, which are running on profit during 1991-92, 
was 72. By the year 1999-2000 the profit earning stores increased to 413 and 
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further increased to 445 during year 2003-2004. The total amount of profit 
earned by these stores in U.P. works out to Rs 6.84 lakhs in the year 1991-
92 and this has further increased to Rs 258.55 lakhs in 1999-2000 and than 
Rs 50 lakhs in the year 2003-2004. The total number of stores incurring 
losses during 1991-92 was 21. By the end of 1999-2000 there number has 
gone upto 99 and further gone upto 158 in the year 2003-2004. The total 
amount of losses incurred by stores in U.P. was Rs 4.62 lakhs in year 1991-
92. By the end of 1999-2000, the total amount of losses increased to Rs 7.28 
lakhs and further increased to Rs 14.37 lakhs in the year 2003-2004. 
Progress Of Wholesale Consumer Cooperative Store In U.P. 
(Division-vise) 
As discussed earlier in Table no 2.4 that there are 57 wholesale 
consumer cooperative stores in U.P. These stores are divided in 17 
divisions of the state whose progress can be observed from the table no 2.6. 
The business conducted by the Agra division was decreased from Rs 
1067.94 crores in the year 2003 to Rs 1061.12 crores in the year 2004, 
establishing a decrease of business by -6.82 percent. 
But the business conducted by the Allahabad division has shown a 
progress from Rs 546.79 crores in the year 2003 to Rs 744.87 crores in the 
year 2004 establishing a progressive business by 198.08 percent. 
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Table - 2.6 
s 
NO 
1 
2 
3 
4 
5 
6 
7 
8 
9 
10 
11 
12 
13 
14 
15 
16 
17 
Progress Of U.P. Wholesale Consumer Cooperati^ 
(Division-wise) During 2003-2004 
Name of Store (Divisional 
wise) 
Div. Agra 
Div. Allahabad 
Div. Azamgarh 
Div. Bareilly 
Div. Basti 
Div. Chitrkoot 
Div. Devipatan 
Div. Faizabad 
Div. Gorakhpur 
Div. Jhansi 
Div. Kanpur 
Div. Lucknow 
Div. Meerut 
Div. Mirzapur 
Div. Moradabad 
Div. Saharanpur 
Div. Varanasi 
Progressive 
Business March 
2004 
1061.12 
744.87 
51.64 
422.12 
0.01 
317.97 
96.17 
75.14 
400.71 
28.66 
112.82 
434.10 
196.18 
65.54 
173.55 
280.91 
111.49 
4573.00 
Progressive 
Business 
March2003 
1067.94 
546.79 
69.25 
333.58 
0.03 
305.43 
123.29 
181.70 
442.55 
25.73 
100.04 
458.01 
315.09 
29.06 
251.50 
348.49 
96.19 
4694.67 
ve Store 
Business 
Increasing or 
Decreasing 
-6.82 
198.08 
-17.61 
88.54 
-0.02 
12.54 
-27.12 
-106.56 
-41.84 
2.93 
12.78 
-23.91 
-118.91 
36.48 
-77.95 
-67.58 
15.30 
-121.67 
Source: By Courtesy of U.P. Cooperative Consumer's Federation. 
The business conducted by the Azamgarh division again decreased 
from Rs 69.25 crores in the year 2003 to Rs 51.64 crores in the year 2004 
establishing a decrease of business by -17.61 percent. While Bareilly 
division business progress from Rs 333.58 crores in the year 2003 to Rs 
422.12 crores in the year 2004 establishing a progressive business by 
88.54percent. The business conducted by the Basti division decreased from 
Rs 0.03 crores in the year 2003 to Rs 0.01 crores in the year 2004 
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establishing a decrease of business by -0.02 percent. While the Chitrkoot 
division business progress from Rs 305.43 crores in the year 2003 to Rs 
317.97 crores in the year 2004 establishing a progressive business by 12.54 
percent. The business conducted by the Devipatan division decreased from 
Rs 123.29 crores in the year 2003 to Rs 96.17 crores in the year 2004 
establishing a decrease of business by -27.12 percent. The business 
conducted by the Faizabad division also decreased from Rs 181.70 crores 
in the year 2003 to Rs 75.14 crores in the year 2004 establishing a decrease 
of business by -106.56 percent. 
Further the business of Gorakhpur division also decreased from Rs 
442.55 crores in the year 2003 to Rs 400.71 crores in the year 2004 
establishing a decrease of business by -41.84 percent. While the business of 
Jhansi division gone up from Rs 25.73 crores in the year 2003 to Rs 28.66 
crores in the year 2004 establishing a progressive business by 2.93 percent 
and the business of Kanpur division also gone up from Rs 100.04 crores in 
the year 2003 to Rs 112.82 crores in the year 2004 establishing a progressive 
business by 12.78 percent. The business conducted by Lucknow division 
decreased from Rs 458.01 crores in the year 2003 to Rs 434.10 crores in the 
year 2004 establishing a decrease of business by -23.91 percent. 
The business conducted by Meerut division also decreased from Rs 
315.09 crores in year 2003 to Rs 196.18 crores in the year 2004 establishing a 
decrease of business by -118.91 percent. While Mirzapur division business 
gone up from Rs 29.06 crores in the year 2003 to Rs 65.54 crores in the year 
2004 establishing a progressive business by 36.48 percent. 
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The business of Moradabad division gone up from Rs 251.50 crores 
in the year 2003 to Rs 173.55 crores in the year 2004 establishing a decrease 
business by -77,95 percent. While the business of Saharanpur division 
decreased from Rs 348.49 crores in the year 2003 to Rs 280.91 crores in the 
year 2004 establishing a decrease business by - 67.58 percent. 
But in Varanasi division the business gone up from Rs 96.19 crores 
in the year 2003 to Rs 111.49 crores in the year 2004 establishing a 
progressive business by 15.30 percent. 
Over all, the business conducted by the wholesale cooperative 
consumer stores in U.P. are in loss i.e. out of 17 divisions only 7 divisions' 
made a progress only, which reveals from the above explanation and table 
no 7. The total business conducted by the stores decreased from Rs 4694.67 
crores in the year 2003 to Rs 4573.00 crores in the year 2004 establishing a 
decrease in business during year 2003-2004 by -121.67 percent. 
Sources of Finance 
The sources of finance of U.P. Cooperative Consumer's Federation 
mainly consist of share capital, government grants and financial assistance 
from banks. The financial assistance in form of share capital from State 
Govenmient and the credit facility offered by U.P. State Cooperative Bank 
Ltd Lucknow in the year 1981 to U.P. Cooperative Consumer's Federation 
was to the tune of Rs 16.00 crores. Further in the year 1991-92 this credit 
facility was byfurkated by the bank into clean credit limit Rs 1.00 crores, 
palm oil (edible oil) business Rs 1.00 crores and consumer business Rs 
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14.00 crores but this facility was withdrawn in March 1993. And in year 
1993-94 the State Government offered the faciUty of margin money (loan) 
to the U.P. Cooperative Consumer's Federation of Rs 50.00 lakhs, and in 
the 1994-95 of Rs 50.00 lakhs, while in the year 1995-96 of Rs 100.00 lakhs, 
and in 1996-97 of Rs 25.00 lakhs. In addition to this the U.P. Cooperative 
Consumer's Federation also received in form of price fluctuation fund of 
Rs 1.00 lakhs in year 1994-95. Further the U.P. Government also 
contributed Rs 50.00 lakhs in the share capital of the U.P. Cooperative 
Consumer's Federation in year 1994-95 and Rs 50.00 lakhs in the year 1995-
96. At present the State Government dose not provide any sort of financial 
help to the federation Lucknow. 
Due to the lack of finance the federation runs its business on credit 
bases i.e. the goods are supplied on credit and the payments are made after 
the goods are sold, while for wheat and paddy the credit and advance are 
provided by State Food Department. 
Source: By Courtesy Of U.P. Cooperative Consumer's Federation 
Lucknow. 
Organization And Management Of U.P. Cooperative Consumer's 
Federation 
The Cooperative Consumer's Federation in U.P. is organized on a 
federal pattern. In federal pattern the primary stores with individual 
members form a central or federal organization to give them adequate 
support in the matter of procurement and supply. The structure is a 
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mixed one - the central stores having individuals as well as primary 
stores as their members. 
The following structure depicts the organization and management 
of the U. P. Cooperative Consumer's Federation Lucknow. 
Beside the top, middle and lower management there are other 
supporting staff at different levels, which are as follows: 
(1) 
(2) 
(3) 
(4) 
(5) 
(6) 
(7) 
(8) 
(9) 
(10) 
Officer on Special Duty 
Legal Assistant 
Personnel Assistant 
Accountant 
Assistant Accountant 
Head Cashier 
Cashier 
Depot Manager 
Senior Steno 
Cashier 
(11) 
(12) 
(13) 
(14) 
(15) 
(16) 
(17) 
(18) 
(19) 
(20) 
Store Keeper. 
Senior Clerk. 
Clerk. 
Salesman. 
Compositor. 
Telephone Operator. 
Press Machineman. 
Mechanical Assistant, 
Driver. 
Peon. 
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Organizational Structure Of 
U.P. Cooperative Consumer 's Federation 
General Body 
i 
Board of Directors 
i 
Executive Committee 
i 
President 
; 
Managing Director 
I I 
General Manager General Manager 
; 
I I 
Dy. General Manager Dy. General Manager 
i 
i 
Manager 
i 
Manager 
i 
Manager 
i 
i 
Manager 
i 
Mcmager 
A.M A.M A.M A.M A.M A.M A.M A.M A.M A.M A.M 
(Assistant Manager) 
Source: By Courtesy Of U.P. Cooperative Consumer's Federation Ltd. 
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Powers to administer and manage the business affairs of the Federation 
vest in the following bodies and officers: -
(1) The General Body. 
(2) The Board of Directors. 
(3) The Executive Committee 
(4) The President 
(5) Managing Director 
(1) General Body 
The General body of the Federation is the supreme authority to 
administer and manage its affairs in the true sprite of cooperation. It is 
constituted as follows: -
(i) Presidents of the member cooperative consumer stores on being so 
authorized by the store are concerned. 
(ii) One additional delegate from each affiliated store if it purchases 
from or through the Federation during the preceding year, ending 
on 30th Jime last were between Rs 5 lacs and Rs 10 lacs and 2 
additional delegates if the purchases exceeded to Rs 10 lacs during 
the said period. 
(iii) Nominees of the State Government on the Board. 
The Duties and Powers of the general body according to the 
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provisions of the Act and the Rules and to elect or remove the members of 
the board of directors, and to consider the audit note, for the detail of 
duties and powers and for the cessation of a delegate to be a member of 
the general body of the federation please see the appendix-D. 
Annual general meeting of the general body of the federation held 
once in a cooperative year for various purposes like approval of the 
programmes, election of the members, disposal of the net profit and for the 
detail of various purposes please see the appendix-E. 
(2) Board Of Directors 
Members of the General Body exercise their rights to admiiuster and 
manage the affairs of the U.P. Cooperative Consumer's Federation through 
an elected Board of Directors. Hence the management of the Federation 
vests in the Board, which consists of 15 members. Its constitution is as 
follows: 
(1) 11 elected members (including the president and vice president). 
(2) 2 nominees of the State Government. 
(3) 2 co-opted members, co-opted by the Board of Directors, whom 1 
is a lady. 
Not more than 1 Director shall be elected from the delegates/ 
representatives of the affiliated store. The Goveniment as a shareholder 
nominates 2 Directors to the Board of whom 1 is a gazetted Government 
servant. The nominated directors shall hold office at the pleasure of the 
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nominating authority. 
The members of the Board, (other than ex-officio and nominated 
directors) are elected by the general body from among themselves. Soon 
after their election, the members of the Board of Directors in the meeting 
elect the office-bearers as required. 
The term of the elected directors shall be 3 years or till the holding of 
the aimual general meeting. If no aimual general meeting is held in the 
year in which the term of elected directors expires, the registrar or a person 
authorized by him may himself called the aimual general meeting and 
conduct the election of directors and the re-tiring members area also 
eligible for re-election. 
If any vacancy occurred after the election that will be filled by the 
Board of Directors by co-opting a member possessing the necessary 
qualifications. This co-option is valid until the next armual meeting in 
which the vacancy filled by election. A member elected to fill such a 
vacancy shall be retiring when the member in whose place he has come in, 
would have retired. 
The meeting of the Board of Directors shall be held at least once in a 
quarter and as more often as may be necessary and called any time by the 
president, and called on receipt of a requisition from 4 members of the 
Board of Directors or from the Registrar, or any person authorized by him. 
For the procedure of the meeting of the Board of Directors please see the 
appendix-F. 
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Any individual below 25 years of age cannot be eligible for election as 
members of the Board of Directors, for detail please see the appendix-G. 
Further if any member of the Board of Directors becomes of unsoimd 
mind than he or she has to cease to hold the office, for detail please see the 
appendix-H. 
The Board of Directors exercise all the powers of the U.P. 
Cooperat ive Consumer ' s Federat ion except those reserved for 
the general meeting, for par t icular powers and duties for detail 
please see the appendix-I . 
(3) Execut ive Commit t ee 
The executive committee consists of President , Vice-
Pres ident and 3 members of the Board of Directors. The 
executive committee meets t ime to t ime as the business of the 
Federat ion may require and in no case at the intervals of more 
than 2 months . While 7 days notice is necessary for calling such 
meetings, except that in emergent cases where a notice of 5 
days will sufficient and a quorum of 3 members . 
The executive committee has such powers and duties as 
may be delegated to them by the Board of Directors except 
power no.2, 5,10,13,14,18 of Board of Directors, for detail please 
see appendix-I . 
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(4) Pres ident And V i c e - P r e s i d e n t 
The President and Vice President are elected annually and exercise 
such powers and perform such duties as are conferred on them by the 
rules and the byelaws of U. P. Cooperative Consumer's Federation and 
may from time to time be conferred on them or required of them by the 
Board of Directors. 
The President is the chief control l ing and 
supervis ing officer of the Federat ion. In emergency he may 
assume all the powers of the Board of Directors and the 
Executive Commit tee with the previous approval of the 
Registrar. 
(5) Managing Director 
Managing Director is the Chief Executive Officer of the apex body 
and a Government servant not below the rank of a class I officer, 
nominated by the State Government, and his services is deemed to be on 
deputation and his salary and allowances, as determined by the State 
Government, and paid from the fimds of the federation. He is an ex-officio 
member of the committee of management. The Managing Director has the 
duties and responsibility to have general control over the administration of 
the federation and receives money and securities on behalf of federation, 
for the detail of duties and responsibilities and powers please see the 
appendix-J. 
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Conclusion 
The researcher has so far discussed m greater detail the origin and 
growth of the concept of consumer cooperative stores in India and also in 
terms of number of branches, membership, share capital, working capital, 
sources of finance and the organizational structure of consumer 
cooperatives in Uttar Pradesh. 
The observation made in the above chapter reveals that the 
consumer cooperatives apart from playing significant role in distributing 
the consumer goods in rural as well as urban areas of U.P. It is also a very 
powerful tool for countervailing and one to combat the evils of free market 
economies. 
But as they stand today, it appears that the management of 
consumer cooperatives has to cover a long distance at a faster speed to be 
able to take up the challenge of modernized retail market and to serve 
their member's interest with cooperative identities. In this context the next 
chapter is devoted towards "Strategy for Retairung Cooperative 
Identities". 
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Chapter III 
Strategy For Retaining Cooperative Identities 
CHAPTER III 
STRATEGY FOR RETAINING COOPERATIVE 
IDENTITIES 
Introduction 
In the preceding chapter it has been pointed out that the 
consumer cooperatives can render more valuable services to the 
members in rural as well as in urban areas if they practice the 
cooperative identities better known as cooperative principles in 
true sense and spirit. In this context the following chapter has 
been devoted to discuss the adoption of strategy for retaining 
cooperative identities in detail. 
The principle is a "governing law of conduct," "a settled 
rule of action," which describes and defines the basic and 
essential characteristic of a particular system or type of 
organisation. 
Cooperative principles, in fact, are fundamental 
characteristic features, which determine the nature of cooperation 
as a form of association. These are the guidelines and ground 
rules for not only consumer cooperatives but also all other forms 
of cooperative organisations. In the absence of these principles no 
lasting cooperative system is possible in consumer cooperatives. 
These principles are not abstract notions as is sometimes believed 
but are expressions of concrete realities. It is largely on the 
application of these principles that the success of the consumer 
cooperatives organisation will depend. 
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A consumer cooperative plays a very significant role in 
relative change of economic conditions and social status 
through its distributive services, mainly in low-income 
groups and poorer sections of the society. The consumer 
cooperatives were starts with certain principles benevolent 
for human society. The fundamental principles, which were 
formulated and adopted in very early days by the consumer 
cooperatives in England and followed by many other 
countries including India with the passage of time, are as 
follows: 
1. Voluntary And Open Membership 
According to International Cooperative Alliance 
"cooperatives are voluntary organization, open to all persons 
able to use their services and willing to accept the 
responsibilities of membership, without gender, social, 
racial, political or religious discrimination."i 
The chief characteristic of a consumer cooperative 
organization is that it is a voluntary form of association. 
There is no compulsion on anybody to join a consumer 
cooperative. Membership and withdrawal in a consumer 
cooperative is voluntary, and the "Voluntary membership 
means that a cooperative should only comprise persons who 
have joined it voluntarily without being coerced in any way." 
A true consumer cooperative offers a common ground on 
which people with homogeneous interest can unite for self 
and mutual benefits. A store must keep its door open for the 
admission of all persons who desire to joint it provided that 
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they have common economic interests. The principle of open 
membership means that the membership of a consumer 
cooperative shall be available to all without any artificial 
restrictions. There can be no discrimination in a cooperative 
on the ground of caste, creed, colour, community, race and 
religion. By open membership meant, that the organization is 
not exclusive, but it must be open to all to whom it can be of 
served. 
The bye-laws of consumer cooperatives have thrown open 
the membership to all individuals who have acquired the age of 
18 years irrespective of their caste, religion, sex, political views, 
provided that they are not of doubtful integrity and have any 
physical disabilities. Besides individuals, the byelaws also 
authorises institutions, clubs, semi-governmental bodies to 
become their members. The freedom of exit has also been granted 
to the members, provided their withdrawal is not detrimental to 
the interest of the organisation. The U.P. Cooperative Societies Act 
1912, also empowers the organisation to debar any such person 
from membership whose interest conflict or are likely to conflict 
with its objects, like in consumer cooperatives, the traders and 
people engaged in same type of business are not permitted to 
become its members. In corporation of this clause is justifiable 
because this will avoid the exploitation of the resources of the 
organisation by vested interest. It will also provide homogeneity 
to the organisation with a membership having identical economic 
interest and hence is a step towards the enhancement of efficiency 
of cooperatives. Therefore, no wonder that passive behaviors 
and blunting of sensibility rather than active participation 
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and creative activity dominates the member's attitude 
towards the functioning of the stores. It is therefore, 
necessary to broaden the base of membership by encouraging 
different section of the society particularly the women and 
weaker section to become the members of the consumer 
cooperatives. Further in order to secure member's loyalty 
and patronage, consumer cooperative should also give 
preferential treatment in the distribution of scarce consumer 
articles. As in Canada and Japan the consumer cooperative 
stores maintain the names and addresses of their regular 
consumers to give them membership at the end of the year. 
Therefore this method should also be applied in U.P. 
consumer cooperative stores, just to have honest members. 
Further the dead weight of inactive members should be 
minimised through the scrutiny of membership cards. It 
would also be desirable to launch regular membership 
drives, and set up the 'cooperative club' in the premises of 
the stores where, the opportunities are provided for reading 
material on cooperation and exchange of ideas through 
discussion, debates, seminars and lectures etc. It is therefore 
through the cooperatives that an enlightened, dedicated and 
selfless membership base can be created and such a sound 
foundation can provide strength and recipe to the consumer 
cooperatives. 
2. Democratic Member Control 
According to International Cooperative Alliance 
"cooperatives are democratic organizations controlled by 
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their members, who actively participate in setting their 
policies and making decisions. Men and women serving as 
elected representatives are accountable to the membership. In 
primary cooperatives members have equally voting rights 
(one member, one vote) and cooperatives at other levels are 
also organized in a democratic manner."2 
Undoubtedly, the most important feature in the operation of 
a consumer cooperative is the democratic control and supervision 
of its affairs. When the Rochdale pioneers provided for the rule of 
one member one vote, and recognised that the democracy was not 
only a form of government but also a declaration of the Rights of 
Man^. This method gave each member the power to govern as a 
human being, irrespective of the amount of capital each owned. It 
is this principle which made the 'cooperative economy what it is -
an economy of the people by the people and for the people in 
contradistinction to the capitalist economy which is an economy 
of the capital, by the capital and for the capital and also the 
communist economy which is an economy of the State, by the 
State and for the State. With the dilution of this principle, 
organisation is sure to loose if not its cooperative character at 
least its cooperative spirit and vitality. Indeed, Democracy is the 
very life-blood of the cooperative system and of cooperative 
economy. According to Laszlo Valko, the principle of "one man, 
one vote" remains fundamental for the cooperative system, as it is 
an organisation of individuals^-
A committee elected by the members of a society to 
manage the affairs of the organization. The supreme 
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authority of the organization is vested in the Board of 
Management and all the matters of policy, programme, 
management, investment of funds and distribution of profits 
are subject to the approval of the Board of Management, The 
day-to-day management and the affairs of the organization is 
entrusted to the elected committee, subject to the overall 
policy directives of the Board of Management. By the 
adoption of principle of democratic control, a consumer 
cooperative organization thus functions as a self-governing 
institution. 
The tenure of the Board of Management/Director varies 
from one to 3 years according to the byelaws of the different 
consumer cooperative wholesale stores. The philosophy behind 
fixation of the tenure of the Board of Management is a blunt the 
emergency of monopoly powers in the hands of a few influential 
and powerful individuals. But it has been possible for the 
influential persons to get elected time and again and hold the 
office for a long time for personal gratification and 
aggrandizement. 
Apart from other considerations, there are three more 
aspects of democratic management, which need to be elucidated 
in order to minimise the misconceptions. 
(i) It is held that democratic management based on the 
Principle of "one man, one vote" is consistent with only 
the small sized store and therefore, if cooperative 
democracy is to be preserved the size of the cooperative 
business essentially has to be small, but if, efficiency of 
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the business in to be enhanced, the size of enterprise has 
got to be enlarged and in the process cooperative 
democracy might have to be sacrificed. It is true that 
direct cooperative democracy as was envisaged by the 
Rochdale Pioneers is incompatible with large sized 
enterprise and therefore, co-operators must learn the 
techniques of parliamentary democracy in order to affect 
a balance between efficiency and cooperative democracy. 
(ii) It is also considered that the practice of nomination of the 
representative on the Board of Management by the 
Government and in some cases, even the nomination of 
the entire Board of Management, axes the cooperative 
democracy. The genuine concern of the Government to 
accelerate the efficiency of the consumer cooperatives 
through increased participation in the management of the 
organisation is understandable. But the problems emerge 
when the Government exercise of its powers, glorifies 
particular political interest and dampens the initiative 
and enthusiasm of the co-operators and thus, threatens 
the ideal of cooperative autonomy. It is therefore, desired 
that the Government should exercise its powers with 
restrains, so as to make co-operators act more responsible 
and enthusiastically. Simultaneously, the co-operators 
must also endeavour to enhance the effectiveness of the 
consumer cooperatives, in order to free the organisation 
from one dependence on the Government for guidance 
and finance. For that purpose U.P. consumer cooperatives 
are trying to return the Government loans, which is about 
89 
Rs 5 crores and 11 lakhs^. The bitter with is that the most 
of the consumer cooperatives have sprung up on account 
of the initiative of the governments and owe then 
existence to its liberal patronisation. Therefore, no 
wonder that the government control over the cooperative 
organisations is strengthening day by day and the recent 
amendment of U.P. Cooperative Societies Act requiring 
the Deputy Commissioner or his nominee to conduct the 
elections of the members of the Board of Management, 
reflect the seriousness on the part of the government to 
improve the functioning of the organisation without 
assigning sanctity to any of the principle. At present 
there is 257 members of U.P. Cooperative Consumer's 
Federation including 2 government representatives in 
board of management. The concern of the co-operators on 
such development is understandable, but they should 
also learn to work ceaselessly and selflessly for the 
emergence of a stronger cooperative system, as their 
strength can make the government desists from eroding 
the autonomy of cooperatives. 
(iii) Another serious danger to the cooperative democracy is 
from the apathy and indifferent attitude of the members 
towards the democratic privileges and obligations. The 
provisions in the byelaws regarding the principle of 
democracy can give only the form and structure of 
democratic management but not the democratic 
functioning of the consumer cooperatives. The "sleeping" 
and "absentee" members are the greatest threat to the 
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cooperative democracy as in such situations always have 
the potentialities of leading towards holographic 
Management. It is only an enlightened membership that 
can ensure the democratic functioning of the consumer 
cooperatives. It is therefore, urgently required to evolve 
measures to secure active consumer participation in the 
ownership, management and business of the 
cooperatives. It is awakened membership alone that can 
ensure the election of a committee member having 
imagination passed with sound business judgement, 
sufficient insight in the techniques of management and 
well-founded conviction of the philosophy of 
cooperation. Many a times, consumer cooperatives have 
made the shipwreck on the altar of inefficient 
management. 
The byelaws of all the consumer cooperatives assign the 
responsibility of proper and efficient management of the 
stores to the democratically elected Board of Management 
responsible for any loss sustained through acts contrary to 
the law, the notified rules, and the byelaws. The Board of 
Management is to exercise only such powers and duties, 
which have been delegated to it by the General Body, and in 
turn, is also answerable for all its acts of omissions and 
commission to the General Body. It is desired that the 
General Body should delegate all such powers to the Board of 
Management which accord adequate independence in 
decision-making, otherwise their will inefficiency and red-
tapism. "The legacy of democratic management"^ is sure to 
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creep in the working of the consumer cooperative secrecy, 
being the essence of efficient business management. The 
delegation of powers to the Board of Management should 
ensure that the secrets of the business are not made public 
through discussion in the general body meeting otherwise, 
the efficiency of store is sure to be impaired, simultaneously 
a proper check on the Board of Management is also essential 
to restrain it from taking wreck less and pernicious 
decisions. Keeping in view the volume and nature of the 
business of the consumer cooperatives, the byelaws also 
authorise the Board of Management to constitute an 
executive committee to conduct the day-to-day affairs of the 
stores. The byelaws also provide for the establishment of a 
purchase committee to study of the relevant aspects and the 
market structure on the basis of which it is to lay down the 
board's purchase policy, which is needed to implement by 
the General Manger depending upon the size of the business 
and the General Manger depend upon his Assistance in 
different branches of the management activities for securing 
efficient operations. Thus the democratic management of the 
consumer cooperatives have to carry out through rule by the 
management committee by delegation and, therefore, it is in 
the judicious delegation of powers of the different 
committees, functional sub-committees, the General Manager 
and his assistant that the operational efficiently of the 
consumer cooperatives lies hidden. The shares of operation 
of the board of management and the managers should be 
very clearly demarcated in order to minimize the confusion. 
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and to avoid the misunderstanding to accelerate the 
operational efficiency of the organisation. It is desired that 
the Board of Management should confine its operation by the 
laying down of the objectives and setting the board policies 
of the stores. Indeed, the delegation of powers to the General 
Managers occupied with matching arrangement of controls, 
is to be so adjusted as to realise the effective utilisation of 
the available human resources. Which, in turn, ensures 
efficient utilisation of money, material and time .The basic 
task of the administration, therefore, is to adopt a system of 
man power planning, for this alone ensure the availability of 
men, in term of quality and quantity as and when they are 
required over a period of time. General Manager is a critical 
actor in the cooperative business and the success of 
organisation depends largely on his business drift and the 
drive. The primary duty of the board of management, 
therefore to select a person with capability and will-ness to 
shoulder the managerial responsibilities of cooperative 
business. 
3. Members Economic Participation 
According to International Cooperative Alliance 
"members contribute equitably to and democratically control 
the capital of their cooperatives. At least part of that capital 
is usually the common property of the cooperatives. 
Members usually receive limited compensation, if any, on 
capital subscribed as a condition of membership. Members 
allocate surpluses for any or all of the following purposes: 
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developing their cooperatives, possibly by setting up 
reserves, part of which at least would be indivisible; 
members in proportion to their transactions with the 
cooperatives; and supporting other activities approved by 
the membership". ^ 
In consonance with the principle of member economic 
participation, the pioneers adopted a rule that only a fair interest 
be paid to share capital for its services and by enunciating this 
rule they deprived the capital of any share out of the surpluses of 
the organisation. This is so because shares are treated differently 
from loan capital and the area not regarded in any way as risk 
capital even under strict limitations. It is also because of the fact 
that there are no profits in consumer cooperatives. If there 
remains a surplus of income over total expenses, it is one account 
of the deliberate policy of over charging the members. This 
principle is of considerable importance from the point of view of 
building 'own capital' of consumer cooperatives by allocation of 
surplus to the reserves. Since, capital is entitled to limited 
interest, the disposal of surplus has to be considered in relation to 
members' interests as customers and owners. Rochdale Pioneers 
also recognised that the surplus which arises in a consumer 
cooperative business is due to the purchases made by members 
and, therefore, in all fairness the members are entitled to a share 
in this surplus on the basis of their transactions conducted with 
the stores and consequently, they devised the method of the 
"patronage dividend". It has been recognised that this policy of 
paying patronage refunds, wherever extensively applied, has 
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nothing short of a revolutionary effect on the economic conditions 
in the stores as it accomplishes the following important results: 
(i) It effects more equitable distribution of income and 
wealth. 
(ii) It takes the consumer cooperatives out of the class of 
profit business and puts them in the class of business for 
humanitarian service. 
(iii) It helps in building a solid financial foundation for 
consumer cooperatives and thus allowing for continuous 
business expansion and the all-important development of 
production for use. 
Keeping in view of this the U.P. Cooperative Consumer 
Federation distribute its profit among their members in such a 
way: 2 percent in U.P. Cooperative Consumer's Federation, 2 
percent in wholesale consumer cooperatives and 4 percent in 
primary consumer cooperatives ^. 
Prof. Charles Gide pointed out that, "In no case does interest 
on capital appear to be more legitimate than in this one. It is, in 
fact, a question of capital, which is undoubtedly the fruit of work 
and savings, which the organisation received from its own 
members. Further, as it goes without saying that this capital is of 
great service to the organisation, it is fair that this service should 
be paid for"^- Consumer cooperatives should also think of the time 
when their "owned funds" shall be insufficient to meet the 
growing financial requirements due to the extension of their 
structures and renewals of their plans and thus leaving no other 
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alternative but to borrow or perish in competition. At least, in 
U.P. such a situation owing to capital scarcity already prevailed 
and the consumer cooperatives have approached to the State 
Cooperative Bank, for financial accommodation at the market rate 
of interest, as in the year 1992-93 when U.P. Consumer 
Cooperative Federation took loan of Rs 16.00 crores from U.P. 
State Cooperative Bank Ltd Lucknow .10 But even such a 
phenomenon is not inconsistent with the principle of members 
economic participation. The situation is likely to become grave 
when the capital needs of the consumer cooperatives expand 
beyond proportions at one side and the financial houses taking an 
advantage of the financial difficulties of a consumer cooperatives 
on the other side, start dictating the terms and demand a share in 
the surpluses of the organisation. At this stage this great principle 
would be under the threat of demolition and, therefore, it would 
be prudence on the part of the cooperatives to avoid such type of 
situation by creating "built-in-capacity." 
4. Autonomy And Independence 
According to International Cooperative Alliance 
"Cooperatives are autonomous, self-help organizations 
controlled by heir members. If they enter into agreements 
with other organizations including government or raise 
capital from external sources they do so on terms that ensure 
democratic control by their members and maintain their 
cooperative autonomy"ii . 
An important principle of cooperative system is the 
principle of Autonomy and Independence. According to 
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Professor D.G. Karve, "Self-help and mutual help are of the 
essence of cooperation. Without these there is no genuine 
cooperation."12 in the words of Indian Cooperative Union, 
mutual aid is the core of personal relationship amongst 
members. Its motto is, 'Each for all and all for each'. Because 
the cooperatives are based on self-help and the emphasis is 
always on working together, as the cooperatives have 
nothing to offer to the men who wishes to sit with folded 
hands and wait for the Government or someone else to 
alleviate their difficulties. 
Consumer cooperative implies an organisation of those who 
are financially weak and cannot derive material advantage, which 
the rich people, with all their resources and connections. In order 
to convert their weakness into strength, the members pool their 
resources and work together for mutual benefit. The Mutual aid is 
the ultimate benefit, which will come out of the collective efforts 
and shared by all the participants in the organisation. This 
principle therefore, envisages that the members should try to 
draw advantage out of the grant pool created by the common 
efforts of all the members. 
A consumer cooperative is generally an organization of 
financially weak individuals. Hence, in order to convert their 
weakness into strength, they pool their resources and they 
work together for mutual benefit. There is no objection to 
outside aid provided it does not involve subservience and 
when it is secondary as compared with the members ' own 
efforts, which must continue to take leading place. The aid 
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may be extensive but it should be on a temporary basis. Like 
state government granted margin money (loan) of Rs 25 lakh 
during year 1996-97 to U.P. Consumer Cooperatives 
Federation, i3 but it dose not mean that government should 
lead them instead of this they have two government 
representatives in their board of management. 
5. Educations, Training And Information 
According to International Cooperative Alliance 
"Cooperatives provide education and training for their 
members, elected representatives, managers and employees 
so they can contribute effectively to the development of their 
cooperatives. They inform the general public particularly 
young people and opinion leaders-about the nature and 
benefits of cooperation."i^ 
It is a cardinal principle of consumer cooperatives as 
it makes possible the effective observance and application of 
all other principles. Enlightened membership and their 
capacity to judge issues and elect proper men to the Board of 
Directors are of utmost importance if consumer cooperative 
stores have to run efficiently in the interests of members. 
Cooperative education makes the consumer cooperators to 
accept new ideas, new standards of conduct, new outlook 
and behavior based on higher values of life; indeed it 
invigorates the health of the consumer cooperatives as a 
whole. Cooperative education in fact, is a form of human 
capital accumulation whose chief function is to 'educate ' 
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faculties as mere accumulation of knowledge stunts rather 
than educates the mind. 
The International Cooperative Alliance commission has 
stated: "All persons engaged in cooperatives need to 
participate in this process of education and re-education." 
The commission classified into four groups those whom a 
cooperative system educates, namely, the member officers, 
employers and the general publici^. Therefore by following 
this principle the Uttar Pradesh consumer cooperative 
federation send its members, officers and employees like 
managers, sales managers, and store manager to the 
cooperative education center like Vakunt Mahta Training 
Center, Pune and for general public's education they 
formulate promotion strategies like advertisement, sales 
promotion activities etc. 
6. Cooperation Among Cooperatives 
According to International Cooperative Alliance 
"Cooperatives serves their members most effectively and 
strengthen the cooperative system by working together 
through local, regional, national, and international 
structures." i^  
The spirit of this principle is that all cooperative 
organizations in order to best serve the interest of their 
members and their communities, should actively cooperate in 
every practical way with other cooperatives at local, 
regional, national and international levels. The principle is 
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called "cooperation among cooperatives", because in the 
competitive conditions, the whole trend of modern economy 
is towards closer economic integration and larger units. To 
avail the benefits of science and technology, the capitalists 
and socialist governments have already begun to join hands 
both nationally and internationally. They are forming big 
combines to take advances in the economic and social field. 
Unfortunately this cooperation is conspicuous by its absence 
among the cooperatives. The cooperatives of one country 
often turn a cold shoulder to other national cooperatives. 
Even within a country sometimes cooperation among 
cooperatives is not discernible. It has, however, been realised 
that the principle of cooperative unity is valid not only 
among individuals, but also for cooperative institutions. 
Unless all the cooperatives of the country unite and dedicate 
themselves to the cause of progress and efficiency, they will 
not be able to compete well with the organized public and 
private sectors. 
If the cooperative system is to rise to its full stature, 
either within the country, or internationally, the each 
cooperative institution must unreservedly support one 
another. They must act as member of a common united effort 
to realise the objectives and ideals of the system as a whole. 
There are no less than the attainments of a stage at which 
conflict, monopoly and unearned profit cease to exist. The 
ideal of a workers ' community such as the one envisaged by 
Rochale Pioneers, or a cooperative commonwealth desired by 
several other cooperators, can hardly be realised in practice 
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except by the unstinted and united efforts of all cooperators 
and cooperative institutions, large and small, national and 
international. 
By practicing this principle the U.P. consumer 
cooperative federation makes the purchases of products for 
its stores from different cooperative organizations like for 
the purchase of wheat, rice and pulses it contacts to the 
agriculture cooperatives and for milk product contacts to 
U.P. cooperative dairy federation, "PARAG". These contacts 
increase the cooperation among the cooperatives, and also by 
working together the, U.P. consumer cooperatives are able to 
provide better goods and services at reasonable price to their 
members. 
The call for cooperative integration, writes Miss M. 
Digby, "may, therefore, be taken as no more than a 
recognition of the conditions of economic management in the 
modern world. If cooperation is to increase or even retain its 
share in that economy, it will have to examine every 
possibility of integration in its own structure and practice 
that cooperation between cooperatives which the ICA has 
added, in so timely a fashion to the list of principles by 
which cooperation is guided."i^ 
6. Concerns For Community 
According to International Cooperative Alliance 
"Cooperative work for the sustainable development of their 
communities through policies approved by their members."i^ 
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The consumer cooperatives operate under the values of 
solidarity and social responsibility - they care about their 
members and their communities. As market leaders are 
simply responding to the needs of a small local community 
while consumer cooperatives demonstrate on a daily basis 
the concern for the people, whether it may be by educating 
public through promotional strategies, or by providing 
products at reasonable prices through price strategies. The 
societies around the world are increasingly confronted with 
rampant unemployment, environmental degradation, and to 
focus on economic realities and needs at the expense of 
human values. The cooperatives provide the human face of 
development. As such they contribute to address many of the 
societies most pressing issues by putting in practice the 
principle of concern for community. Consumer cooperatives 
have special responsibility to ensure that the development of 
the community should sustain. 
The ethics and caring for people have guided 
cooperatives during last over 100 years of existence. The 
consumer cooperatives concretely contributed in making our 
society more just and more respectful of human values. The 
consumer cooperatives distinguished them self from those 
capitalist organizations, whose mainspring is the profit 
motive. The spirit of concern for community motivates a 
consumer cooperative to its whole business mechanism, 
which is geared towards the provision of most economical 
services. As the moving spirit of consumer cooperative 
economy is to serve the society, it is generally credited with 
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lowering prices and cost of production through product and 
price strategies and further a good deal of waste connected 
with, distribution services is done away with and the unjust 
and impious profits of the middlemen are eliminated. The 
consumer cooperatives do earn profits but they are not 
organized with profit earning objectives. The Profit it just a 
by-product of the spirit of service and occupying a collateral 
position. It is the concern for community principle, which is 
the moving spirit of the consumer cooperatives economy. 
The cooperatives are also focusing, increasingly on the 
social needs of their members. Those that deal with health 
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and day-care are flourishing, even the leisure needs of people 
are finding expression and support in consumer 
cooperatives. Cooperatives are sponsoring sporting and 
cultural events, enhancing not only their member's lives but 
all those people that a cooperative touches - its community. 
If consumer cooperatives are able to be concerned with 
and have an impact on the community, it is because they are 
competitive and effective organization. Their success in the 
markets allows them to make a difference in people's 
economic, social and cultural lives. It is for this reason too, 
that it is in the interest of government to provide an enabling 
environment for the development of cooperatives. 
Government must respect the autonomy of consumer 
cooperative as well as understand the sprite and philosophy 
of Cooperative Principles, so that consumer cooperatives can 
freely help people and to help themselves, so that the 
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cooperatives can and do fulfill people's dreams and 
aspirations for a better life. 
From the above discussion it is clear that one of the 
basic objective of a consumer cooperative is to serve its 
member consumers in the light of cooperative identities and 
to satisfy their basic needs. To evaluate the consumer's 
satisfaction level towards consumer cooperative stores in 
Uttar Pradesh a survey is conducted by the researcher, whose 
detail are given table 3.1. 
Table - 3.1 
Preferential Table of Consumer Satisfaction Level 
Towards Consumer Cooperative Stores. 
SI. 
No 
1. 
2. 
3. 
4. 
5. 
6. 
7. 
8. 
9. 
10. 
Items 
Selection of Product in consumer 
cooperative 
Quality of Product in consumer 
cooperative 
Lowest prices in consumer 
cooperative 
Reasonable Prices in consumer 
cooperative 
Store atmosphere 
Display product in store 
Availability of product in store 
Convenient location of store 
Convenient hour of store 
Overall satisfaction level towards 
store 
Regular 
Consumer 
58% 
46% 
72% 
80% 
26% 
32% 
60% 
36% 
50% 
78% 
Perception 
Consumer 
66% 
78% 
70% 
72% 
82% 
76% 
52% 
60% 
62% 
70% 
Source: Compiled by the Researcher. 
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This survey has been conducted to take stock of the 
opinion of the consumers towards the consumer cooperative 
stores in Uttar Pradesh where 100 consumers have been 
covered under this survey, of them 50 consumers were the 
regular consumers buying from consumer cooperatives while 
remaining 50 consumers are those who have basic knowledge 
about consumer cooperatives but are not buying presently 
and are being treated as potential consumers in the analysis. 
It reveals that the perception of the regular consumers 
codes the quality of the product sold in consumer 
cooperatives tends towards below average, as only i.e.46 
percent on the contrary the potential consumers have much 
better perception about the quality of product being sold by 
consumer cooperatives i.e. 78 percent. This clearly indicates 
that the satisfaction level of the regular consumers with 
regard to potential consumers is low. If the potential 
consumers are weaved in and made to buy from consumer 
cooperatives, that might be dilution. Therefore it is important 
that consumer cooperatives must try to improve the quality of 
their products. The increasing competition in retail business 
may put further pressure for the improvement of the quality 
of product. 
Pricing is another vital issue and the data reveals that 
the regular consumers indicate higher level of satisfaction in 
terms of competitive prices of the product sold by consumer 
cooperatives i.e. 80 percent on the other hand the potential 
consumers have a lesser awareness regarding this element 
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i.e. 72 percent. Therefore it is important that consumer 
cooperatives must include and highlight the pricing 
advantages into their promotional strategies. This will make 
the people aware about the competitive advantage in terms 
of price while buying through consumer cooperatives. 
The regular consumer of the consumer cooperatives are 
not satisfied with the promotional efforts of consumer 
cooperatives in Uttar Pradesh and feels that enough scope is 
there for improvement. Often the consumer cooperatives 
atmosphere is not appealing i.e. 26 percent, the goods are not 
arranged in attractive manner i.e. 32 percent while many 
goods on display are not available in stock, whose response 
is above average i.e. 60 percent. The potential consumers 
presently buying from other stores express greater 
satisfaction level on this account i.e. 82 percent. Therefore 
the consumer cooperative in Uttar Pradesh if want to expand 
the consumer base will have to streamline their promotional 
efforts as well. The potential consumer if come to consumer 
cooperative may be dishearten and may not continue with 
the consumer cooperatives if the promotional efforts are not 
improved. 
The satisfaction level of the regular consumer 
regarding the location of consumer cooperative is also very 
low i.e. 36 percent while potential consumers have greater 
excess to their respective buying stores i.e.60 percent. Only 
50 percent of regular consumers are satisfied with the 
working hours of the consumer cooperatives and on the other 
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hand the potential consumers are 62 percent satisfied with 
their store's working hour. 
But it is satisfactory that overall regular consumers are 
much more satisfied with consumer cooperatives i.e. 78 
percent inspite of the potential consumer's satisfaction level 
for their stores is 70 percent. 
Conclusion 
The above facts reveal that consumer cooperative's 
roots are framed with in these cooperative identities and it is 
clear from the result of the survey that regular consumer's 
satisfaction level is higher than the potential consumer. 
While for persuasion of both the consumers there is a need 
for strong marketing strategies in the light of cooperative 
identities. In this context the next chapter is devoted towards 
"Product strategy of Consumer Cooperatives in Uttar 
Pradesh", which is one of the important strategy around 
which other marketing strategies rotates. 
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Chapter IV 
Product Strategy Of Consumer Cooperatives In Uttar Pradesh 
CHAPTER IV 
P R O D U C T STRATEGY OF C O N S U M E R 
COOPERATIVES I N UTTAR P R A D E S H 
Introduction 
In the preceding chapter the strategy for retaining cooperative 
identities better known as cooperative principles and their application 
in the state of Uttar Pradesh consumer cooperatives were discussed. 
Infact they are the tools for managing cooperative type of organizations, 
which have the peculiarity with other type of organizations i.e. public 
sector and private sector. As the motive of consumer cooperative is to 
serve the member's interest by adopting cooperative identities and 
providing the needed products of better quality at reasonable prices at 
right place and at right time. 
As per the information gathered from the consumer's survey, it is 
found that mostly the consumers of consumer cooperatives are from 
middle or lower levels, while higher-level consumers prefer to do 
shopping from other modem outlets. In fact about 78 percent of them 
are agreed with the product's quality in the consumer cooperatives 
while only 46 percent regular consumers of consumer cooperatives are 
satisfied with the quality of products. Regarding variety of products for 
selection, about 66 percent potential consumers were satisfied about the 
good selection in consumer cooperatives and about 58 percent regular 
consumers were satisfied with the variety of products. This level of 
satisfaction reveals that experienced consumers were not fully satisfied 
with the products in consumer cooperatives. Therefore to enhance the 
regular consumers and to attract the potential consumers, there is a 
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need to formulate strong product strategy. In this context the following 
chapter's devoted towards the product strategy of consumer 
cooperatives in Uttar Pradesh. 
Marketing Strategy Of Consumer Cooperative-Product 
The product is the center of the marketing strategy of consumer 
cooperatives. It may be tangible or intangible important component of 
the marketing strategy. Without a product there is no chance to satisfy 
the consumer's needs, because without product there will be nothing to 
distribute, nothing to promote and nothing to price. Therefore, the 
product is the basic tool of marketing strategy. A product is both what a 
seller has to sell' and 'what a buyer has to buy'. It is really more than its 
physical attributes. The main thing is that how far does the product 
satisfy the purpose for which the consumer bought it. Consumers buy 
products just to satisfy their various wants. To satisfy the various needs, 
the consumer purchasing not only rests on the tangible attributes but 
also on a number of non-tangible and psychological attributes such as 
warranty, after sale service, image etc. "Product is a bundle of utilities 
consisting of various product features and accompanying services". A 
number of utilities consist of those physical and psychological 
satisfactions that the buyer receives when he buys the product and 
which the seller provides by selling a product with the combination of 
features and associated services. 
In the modem successful marketing there is a need of consumer 
oriented approach rather than product-oriented approach. In other 
words, a good salesman does not sell goods, but he sells satisfaction 
and bundle of utilities. For instance the Meerut consumer cooperative 
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store, like other consumer cooperative stores has variety of brands of 
each product, as found during the survey of the Uttar Pradesh 
consumer cooperatives that inspite of having varies brands of 
toothbrush, they also sells natural toothbrush i.e. misvak. No doubt it is 
not well known product but to fulfill the need of their consumers, is the 
aim of the consumer cooperatives for that purpose, they provide those 
products, which are demanded by the consumers. 
To the consumer, it is the bundle of perceived benefits that meets 
his or her needs; to the manufactures, it is the bundle of attributes that 
ideally meet corisumer needs; to the production manager, it is the task 
or food for thinking as he spends whole time on thinking about the 
product; to the advertising agency, it is communication challenges; to 
the finance manager, it is a source of finance and so on. It implies not 
only physical attributes as most of think, but includes the services both 
before and after-sale and prestige that go long way in increasing the 
consumer's satisfaction. Product is a bundle of physical, services and 
symbolic particulars expected to yield satisfaction or benefits to the 
buyer. 
The success of a consumer cooperative stores largely depends 
upon how best it serves and satisfies its consumers who may be 
ultimate consumers. The consumer cooperative stores tries to meet its 
social responsibility towards the member through the medium of 
products. Therefore, unless the consumer needs are satisfied, the 
consumer cooperative store cannot prosper. For what a buyer wants or 
purchases is an item from which he expects to gain certain physical and 
psychological satisfaction. Therefore, it is incumbent upon the 
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consumer cooperatives to satisfy this need by providing the proper 
products. 
Another survey is conducted by the researcher of the 100 
consumer cooperatives in Uttar Pradesh to evaluate the recent 
marketing strategy adopted by the consumer cooperatives. The details 
of the product strategy adopted by the consumer cooperatives are given 
in table 4.1. 
Table - 4.1 
Preferential Table of Product 
S.NO. 
1. 
2. 
3. 
4. 
5. 
6. 
Items 
Price 
Quality 
Quantity 
Credit Dealing 
Branding 
Design 
Preferential 
Index Value 
71% 
68% 
36% 
21% 
5% 
0% 
Source: Compiled by the Researcher. 
As per the table drawn by researcher on the basis of the survey 
conducted of Uttar Pradesh consumer cooperatives, it depicts that 
according to consumer cooperatives the items which are appreciated by 
the regular consumer in the products of consumer cooperatives is price 
of the product i.e. about 71 percent, and the consumer are also satisfied 
with the quality of the product which scored near by 68 percent. While 
the quantity of product i.e. 36 percent and another preferential items for 
which the consumers buy product from the consumer cooperatives are 
credit dealing, which is about i.e. 21 percent. According to survey 
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consumer preference in branding is only 5 percent and on the other 
hand the designing of the product is 0%, as they are not engaged in 
production activities. 
As per the survey it is found that Uttar Pradesh consumer 
cooperative are basically engaged only to supply the products in the 
state both control and non-control goods. Latter on for raising the 
resources and for the development of the consumer cooperatives in the 
state, it has diversified its activities by engaging in trading. It not only 
supplies the goods to the cooperative institutes but also to the non-
cooperative institutes, which they required. Recently the consumer 
cooperative of U.P. also started supplying the medicines to a private 
health care centers and earned a profit of 2 percent.^ 
Under the trading process, the Purchasing of goods is the most 
important and technical function, usually performed by the manager or 
a special committee in accordance with the policy laid down by the 
purchase committee or Board of Management. Scientific Purchase 
Policy embraces the purchase of right quality of assortment in the right 
quantity at the right price from the right source at the right time. 
To follow this approach, it is essential to understand that what is 
"right" depends upon; 
(a) The number of consumers their purchasing power, occupation, 
social stratification and consumption habits. 
(b) The type, number and sale policy of competitors. 
(c) The sales policy of the co-operatives. 
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(d) The size and location of the cooperatives. 
(e) The social and economic objectives of the management. 
Precisely, the purchasing of goods should conform to the 
following objectives; 
(a) To Ensure the Continuity Of Supply. 
(b) To Procure At The Lowest Cost From The Right Source. 
(c) To Make Minimum Investment In Inventories. 
Purchase Policy 
The laying down of a correct purchase policy is also an important 
factor for the success of the consumer cooperatives. Duly constituted 
purchase committee should make the purchases in the terms of their 
byelaws. In most of the consumer cooperative stores the purchase 
committees have been constituted. Normally, these purchase 
committees should lay down the policies, which should be executed by 
the general manager. However, it was observed that for planning the 
purchases and formulating the necessary policy, these committees had 
not played any useful role in most of the stores. The Chairman, 
Secretary or the Executive Officer exercised de factor power in all such 
cases alone or in consultation with one another. In many cases 
individual members of the boards of directors have made injudicious or 
indiscrete purchases resulting in large unsold stocks and looking up of 
capital. 
The lack of proper purchase policy has been responsible for 
having losses in some of the newly opened consumer cooperative 
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stores. At the Allahabad wholesale store, cashew nuts worth about Rs. 
10,000 were purchased in one lot, but most of the stock proved to be too 
bad to be sold. Utensils and crockery worth about Rs. 2 lakhs were not 
bought on consignment basis but purchased outright. Most of the stock 
was reported to have been retumeu to the firm at the reduced prices. 
Hurried bargaining was struck with wholesalers for the purchase of 
pulses and other items of grocery. In purchases of other goods, such as 
toys, household and leather articles and readymade garments, 
preference was given to manufactures and commission agents who 
could satisfy the whims of sectional managers.^ 
In view of these malpractices, it is desirable that the purchase 
committees should play an active role in laying down some broad 
policies with regard to what and at what prices to buy, leaving the 
actual purchases to be made by the general manager within the 
framework of the purchase policy laid down by the board of directors. 
The primary consumer cooperative stores are expected to 
purchase their requirements from the wholesale stores. A survey of the 
Programme Evaluation Organization, 3 however, revealed that for all 
items except wheat, the local wholesale trader was the most important 
source of purchases made by the primary stores. The reasons given for 
this behaviour were that the wholesale stores did not stock all the 
requirements of the primary stores and the supply with the wholesale 
stores was sometimes inadequate and irregular. Very often, the prices 
charged by the wholesale stores were unattractive. Even though the 
facility of credit purchases were allowed by most of the wholesale 
stores, yet it was felt that this facility needed to be further extended so 
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that the primary consumer cooperative stores could increase their 
business turnover and make increasing use of the wholesale stores. It is 
in the interest of the consumer cooperatives that the wholesale stores 
should stock larger quantity of some goods and large varieties of 
commodities. The prices should be fixed in consultation with the 
primary stores and facility of delivering the requirements at the door of 
the primary stores should be provided. 
While making purchases, the wholesale stores are normally 
expected to give preference to cooperative marketing organisation. The 
need for a proper liaison between the marketing cooperatives and the 
consumer cooperatives were recognized as back as 1962, when the 
centrally sponsored scheme of consumer cooperatives was put into 
operation. It was then suggested that the cooperative marketing 
organisation should find an assured market for their commodities 
through the chain of consumer stores established in the country. Where 
processing was undertaken in the cooperative sector, a direct link 
between the wholesale consumer stores and the processing organisation 
would be essential. In the Fifth Five Year Plan, it was desired to aim at a 
conscious effort to develop a sound business relationship between the 
consumer cooperative structure and the cooperative marketing 
structure to their mutual benefit.* The consumer cooperatives should 
procure agricultural commodities, e.g., food-grains pulses, spices, 
paper, chillies, oils, etc., from the marketing organisation. 
Uttar Pradesh consumer cooperatives have to undertake 
equitable distribution of consumer goods at fair price. Such a role is 
depending on regular and adequate flow of supplies at the most 
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favourable rates. This is possible only when supplies are received by the 
cooperatives direct from the manufacturers and sources of production 
and not through intermediaries. The stores have, thus, by and large, not 
succeeded in getting their supplies direct from the manufacturers. One 
of the important reasons why the wholesale stores have not succeeded 
in getting their supplies direct from the manufacturers, is that the latter 
are not very enthusiastic about supplying commodities to the 
cooperative stores. The manufacturers have objected strongly to 
consumer cooperative stores selling their products at prices less than 
their indicated retail prices. According to the manufacturers, such a 
price policy by the consumer cooperatives "will disturb the long 
established channels of distribution" evolved by them.^ 
Current Purchasing Position Of Uttar Pradesh Consumer 
Cooperative 
Presently the state federation procures the goods from the 
following sources: 
(a) Government Civil Supplies Department (for controlled goods by 
allotment). 
(b) Cooperative marketing and processing organisations. 
(c) National and state federations of consumer cooperatives. 
(d) Wholesale private traders. 
(e) Manufacturers and stockiest. 
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Controlled Goods 
The business of consumer cooperatives is mostly limited to the 
sale of controlled commodities (like sugar, kerosene, food-grains etc). 
The tiading in contiolled goods is safe and secure, but cannot sustain 
the consumer cooperative stores when contiols are lifted. The idea 
underlying allotment of such type of trade to cooperative stores on a 
preferential basis is to enable them to get a footing in the tiade. 
Simultaneously, these cooperative stores are expected to develop and 
diversify trade in non-controlled commodities with the requisite 
efficiency to sustain themselves even under normal competitive 
conditions. 
Procurement problem pertaining to controlled commodities is 
relatively simple but return for the stores on this business is also limited 
as the cost and prices are fixed and only economy and efficient working 
alone can yield some return for the consumer cooperatives in such 
trade. Therefore at any rate this type of trade cannot be the mainstay of 
consumer cooperatives. 
Non-Controlled Goods 
Procurement and purchasing, assume special importance in case 
of such types of commodities. Groceries, factory producing consumer 
goods, textUes, drugs and like other commodities, if procured by the 
primary cooperative consumer stores on most economical terms, at 
right time,, in right quantity from the right source and sold quickly and 
efficiently, can help in attracting good business for then\selves. 
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This presupposes employment of certain skills in trade on the 
part of the consumer cooperative stores the National, State and 
Wholesale Federations must try to supply these commodities to 
primary consumer cooperative stores on most favorable terms and 
conditions, to the maximum possible extent. 
Every unit, operating at whatever level, must study latest trends 
in market prices of food grains, pulses, grams and other cereals which 
can be known from the daily press, official reports, radio broadcast, and 
through contacts with local and terminal markets. These useful and 
dependable statistical records can be built up on the basis of 
information and at various levels, which can provide guidelines for 
purchases, deciding the price fixation and sales policies. While the 
purchase section of the consumer cooperative stores can build up the 
stock in this light and their federations can also supply information 
through regular circulars and bulletins issued weekly if not daily. 
Some primary consumer cooperative stores are fortunately placed 
for making purchases of certain goods and commodities, either because 
they are available locally or because they happen to be located at or 
very near to the important marketing centers. Under these conditions 
some commodities may be bought directly from the market. But this 
may not be the case with regard to many other goods required by the 
same unit and further all consumer cooperative stores are not 
fortunately located in such a place. By pooling the requirements at the 
wholesale federation level, the primary consumer cooperative stores 
can enjoy advantages of economies of scale. The federation can share 
the gains with the affiliated stores on the basis of business transacted 
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with them. The federation must also command adequate storage 
capacity and financial resources for this purpose. If the services from 
the federation are not efficient and the economic gains are negligible, 
than a primary consumer cooperative stores cannot be expected to do 
business with the federation. 
In regard to procurement of commodities, which involve inter-
state trade, there are obvious advantages of making purchases through 
the state federations either the consumer federations or the marketing 
federation and at the state level coordination between these federations, 
can also be secured through mutual representation on the board of 
management and on the purchase committees if possible. Beside this if 
Inter-State trade is kept, within the cooperative organization at both the 
ends, the advantages accruing to members of consumer cooperative 
organizations would be all the more enlarged. It is further possible to 
set up production units to improve the supply situation of some of the 
consumer goods. The history of consumer cooperatives in countries like 
the U.K. Germany, Italy shows how those cooperatives could make a 
real impact on the price structure and on the living standards of the 
consumers when the cooperatives pooled their buying power to 
overcome difficulties involved in supplies through their federations. 
This development was further extended to packaging of merchandise 
produced by others, but sold under their own 'cooperative' label—and 
then later development was extended to production side.^ 
In a federal pattern, each tier of consumer cooperative stores 
should also be prepared to share the risks involved in trading, with a 
cooperative spirit and within reasonable safety limits. This 
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understanding should give the structure a commanding influence over 
a fairly good percentage of the total retail trade in the market within a 
short period of time. Consumer cooperative stores should be cautious 
in using "short-cuts", which may yield only a few immediate short-term 
advantages but eventually would weaken their own capacities and their 
structure as also their influence. The aspects of costs therefore need to 
be analyzed properly and carefully, keeping in mind requirements of 
perspective development of the consumer structure. 
Manufactured Goods 
Presently the manufactured goods are mainly supplied by the 
private sector industries to consumer cooperatives. The private 
industries have their own channels of distribution. Wholesale stores 
and their federation can hope to avail themselves of economies of scale 
by pooling their requirements. If the business is sizeable and continuous 
or of a reasonably permanent nature, consumer cooperative federation 
can also obtain desired concessions from the private units and if there is 
sufficient business than private production units can also be attracted 
and the units may not have any animus against cooperative stores. 
Small orders involving particular requirements however may 
have to be directly placed with production units or their sole stockiest 
by the consumer cooperative stores. The distributors also make certain 
supplies directly, at the door of the consumer stores, at regular 
intervals. Perhaps there is no option available for consumer 
cooperatives under these conditions but to procure goods directly from 
distributors in this way, and by and large, such goods may be limited. 
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Consignment Buying 
Sometimes it is noticed on the part of consumer cooperative 
stores to receive goods on consignment basis for the purposes of selling. 
Usually, the new manufacturers welcome such an opportunities, if 
available from any consumer cooperative stores, to establish them in the 
market. If the quality is good and the producer on a substantial scale 
organizes sales efforts than these goods may be accepted within certain 
quantities. The space required and time involved in promoting their 
sales in the store may require consideration to the primary consumer 
cooperative stores, though no capital is involved in the stocks so 
received. Sometimes substandard goods are made available for sales on 
consignment basis, a consumer cooperative stores has to guard itself 
against this risk also. 
This leads to the consideration of other important aspects of retail 
trade (closely connected with ordering assortment of goods). Viz. 
assortment of goods, it is desirable to arrive at a certain common, broad 
assortment of goods for cooperative stores operating, within the area of 
operation of the state federation. It is accepted that the cooperative 
stores need not buy and sell all varieties and all types of goods, to be 
able to satisfy small and particular requirement of a few individual 
members. That would be a wrong policy and it locks, proportionately 
more capital in relatively slow moving stocks. It is, therefore, 
necessary to select and stock only those consumer goods-falling within 
a certain range-which would satisfy demand of the maximum number 
of member-buyers. This would increase rotation of stocks and turnover 
of capital. The wholesale and State federations can prepare such a list of 
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goods for their member's stores on the basis of a scientific survey, which 
would ensure business for them and also economies of scale. These 
benefits would be eventually passed on to the ultimate buyers through 
their primary stores. 
Advantages of such a common broad assortment are: 
(a) Simplification of purchase program. 
(b) Avoidance of confusion, as far as possible, regarding varieties 
and their different prices. 
(c) Better guidance to consumers. 
(d) Relatively higher stock turnover. 
(e) A more economical and competitive business in the market. 
It is estimated during survey that commodities, which might be 
covered for this purpose, may not exceed 300/350 for a reasonably good 
stores. To start with, a modest beginning may be made with regard to a 
few commodities and expanding the list of items later, on the basis of 
experience. Representing various varieties can be thus selected from 
food-grains, spices, edible oils, tinned food, dry fruits, drinks and 
beverages, soaps and washing powders, cosmetics, stationery items, 
electric bulbs, etc., by the federation in consultation with its stores. Once 
the list is prepared, depending on the availability and economies of 
procurement, units operating at different levels of the consumer 
cooperative structure may share responsibilities. 
This assortment also should be subject to a review periodically — 
said six monthly or annually. The standardization thus secured in 
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regard to items would make it possible to extend it further to other 
aspects of cooperative retail trade, such as layout, display fixtures and 
furniture's, etc., of the shop, resulting in additional benefits for the 
consumer stores. 
Procuring Of Consumer Products 
In order to ensure adequate and regular flow of supplies of 
various consumer products to the consumer cooperative from the 
manufacturer and government the number of measures should be 
taken. 
Arrangement should be made with the assistance of the Civil 
Supplies Commissioner and other concerned departments and 
negotiations should be made with the manufacturers for the supply of 
number of essential commodities, such as, edible oils, baby foods, cycle 
and scooter tyres and tubes, electric bulbs, paper, stationery, dry battery 
cells, razor blades, electric appliances, drugs and medicines, textiles, 
kerosene oil, etc. If the manufacturers are agreed to meet the demands 
of consumer cooperatives on a priority basis and at the prices charged 
by them at the first point of distribution. 
Similar arrangements can also be made with the leading 
manufacturers of a number of other commodities such as pressure 
cookers, biscuits and confectionery, readymade garments, utensils, 
footwear, pencils, cigarettes, nylon, hosiery, time-pieces and clocks, 
sports goods, fountain pens and many other goods. With a view to 
ensure the adequate supplies of certain other products whose supplies 
become scare from time to time the manufacturers can be persuaded to 
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earmark a portion of their production for distribution through 
consumer cooperative wholesale stores. The products covered under 
these arrangements include cycle and scooter tyres and tubes, baby 
food as per the maximum requirement of consumer cooperative stores. 
The approach should also be done to the textile commissioner for 
procuring some supplies on conscionable bases to consumer 
cooperative wholesale stores and fair price shops at ex-mill rates. 
More over the coffee board and the leading manufacturers of tea 
in the country may also be approached for getting special rebates to the 
consumer cooperatives on coffee and tea supplied by them. 
Therefore to nullify the operational difficulties in supplies of 
products there should be a well-planned supply policy, with enough 
flexibility to accommodate the assortment variations in time, place and 
demand. The realistic supply policy should evidently be dynamic to 
account for the new habits, new goods and the changing social-
economic environment in order to avoid wrong assortment which leads 
to low sales, high costs, slow turnover of the stocks and less surplus, 
hence ruin the purposes of consumer cooperatives. 
A well-knit consumer cooperative organisation, apart from 
enjoying the benefits of an effectively designed supply policy, also 
derives the advantages of bulk buying through pooling of demand, in 
each of the constituent unit, at the state level. 
The government of India has formulated a scheme for the 
establishment of consumers goods industries, but the consumer 
cooperatives have not succeeded significantly in taking the advantages 
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of this scheme and also failed in making effective links with cooperative 
marketing and processing units and this is detrimental not only the 
efficient functioning of both these organization but it also blunts the 
development of cooperation system, that realize the cherished ideal of 
cooperative commonwealth. While in the state of Uttar Pradesh the 
government supplies rationed article specially food grains through its 
own supply depots against the centrally sponsored consumer 
cooperatives scheme, which envisaged consumer cooperatives to 
function as the retail outlets of controlled and rationed articles. The 
cooperative processing units in state are in infancy and cannot cater the 
requirements of consumer cooperatives, therefore, no link could be 
established with them and the cooperative marketing organizations are 
mainly engaged in the distribution of agriculture requisites and 
consumer goods in rural areas rather than the mobilization of 
agriculture surplus to supply the same to meet the requirement of by 
consumer cooperatives. It is also disappointing to learn that the 
consumer cooperatives have not formulated any procuring policy but 
are merely depending upon the initiative and judgments of the 
managers and others concerned to affect the purchases. This approach 
towards purchasing has often led to the buying of wrong commodities 
resulting in overstocking and consequently, increasing blockage of 
capitals; non-productive utilization of space, increase in pilferage, 
breakage and obsolesces. Such a situation has arisen due to lack of the 
interest, initiatives and business acumen on the part of the management 
personal and absence of market research to help in the preparation of 
purchasing plans. The consumer cooperatives in the state have also 
been shy of undertaking any processing activity barring the Kanpur 
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district consumer cooperatives wholesale store that has set up the small 
plant to grind the spices and thus has ensured the purity of spices at a 
price lower than the market7 
On the bases of these observations, it is suggested: 
(a) To stream line the procurement policy by taking into 
consideration the level and variations in the demand for staple, 
supplementary and impulsive goods. 
(b) To devise ways to make primary consumer cooperative stores to 
effect their purchases from the consumer cooperatives wholesale 
stores, to maintain the cooperative spirit and discipline and to 
win the loyalty of their members, it is therefore, be desirable to 
establish a functional relationship between the wholesale and 
retail cooperative stores. 
(c) To explore the possibilities of establishing the processing unit 
such as oil crushing, spices powdering fruit preservation dal 
milling, etc. 
(d) To persuade the government for adopting consumer cooperatives 
as its retail outlets for the distribution of rationed commodities 
including the food grains. 
(f) To set up a state-level institution for making purchases on behalf 
of the consumer cooperatives operating in the state. Such an 
arrangement shall not only ensure the advantage of bulk buying 
but shall also weaken the temptation of buying from the local 
markets. 
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(g) To concentrate in the trading of selected commodities having 
wide and large demands, which may provide a solid foundation 
to expand business in the future. 
Conclusion 
In fact the product is the lifeline of each and every marketing 
strategy whether it is public sector, private sector or consumer 
cooperatives. As in public and private sectors motive is to earn profit 
while in consumer cooperatives the motive is to provide needed 
products to consumers and save the interest of their members. 
From the above discussion, collected data and information 
gathered during survey it is concluded with out any doubt that due to 
financial crises in Uttar Pradesh consumer cooperative stores were 
unable to produce the goods and therefore they are engaged in trading 
only. 
If the above suggestions are adopted and all the cooperatives i.e. 
agriculture cooperatives, milk cooperatives, fisheries cooperatives joint 
hands together, than they can provide high quality products at 
reasonable prices and on the other hand serve their member consumers 
in better way and also reduce the monopoly in the market. Than not 
only middle class consumers but also high class consumers can make 
purchases from consumer cooperatives rather than other outlets who 
charges very high prices. Therefore reasonable prices of the products 
with a sound marketing strategy are required by consumer 
cooperatives. In this context the next chapter is devoted towards the 
price strategy of consumer cooperatives in Uttar Pradesh. 
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Chapter V 
Price Strategy Of Consumer Cooperative in Uttar Pradesh 
CHAPTER V 
PRICE STRATEGY OF CONSUMER 
COOPERATIVES IN UTTAR PRADESH 
Introduction 
In previous chapter the product strategy of consumer 
cooperatives in Uttar Pradesh has been discussed. No doubt, 
product is the main linkage of the consumer cooperative stores 
and consumers, therefore consumer cooperatives in state should 
make sincere efforts to provide products of better quality and that 
too at reasonable prices to their consumers, as and when needed 
by them. Therefore to provide better quality at reasonable prices 
the Uttar Pradesh consumer cooperative requires proper price 
strategy. 
Price Strategy Of Consumer Cooperative Of Uttar Pradesh 
In this regard the consumer have revealed in the consumer 
survey that 72 percent regular consumers are satisfied with the 
lowest price of the consumer cooperatives in the area and also 70 
percent potential consumers are agreed about the lowest prices 
offered by the consumer cooperatives. Where as reasonable prices 
are concerned both type of consumers i.e. 80 percent regular and 
72 percent potential consumers are satisfied with the reasonable 
prices of the product in the consumer cooperatives. 
This satisfaction level shows that both regular and potential 
consumers are benefited with the prices of the product offered by 
the consumer cooperatives. The benefits, which the consumers 
expect, are many but provision of such benefits costs money and if 
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the consumer cooperatives have to serve their purpose truthfully, 
than funds have to be raised. Therefore consumer cooperatives 
have to be organized and planned in such a manner that enough 
funds are generated, some to be ploughed back in development 
and a substantial portion to feed the benefits which the consumers 
wish to avail. In this context the following chapter is devoted 
towards price strategy of consumer cooperatives in Uttar Pradesh. 
The price is a measure of consumer's sacrifice to acquire 
certain goods and service, is the single most effective motivating 
factor which makes turn to discriminate among the sellers and 
also the goods sold by them. Therefore, the level of cooperatives 
retail price is the major determinant of the number of consumers 
visiting the stores and the sales volume thereof. As, the consumer 
cooperative is a collective economic enterprise with egalitarian 
philosophy; therefore, its price strategy has to combine several 
objectives such as: 
(a) Acceptability: The price should not only be competitive but 
also a acceptable to the consumers. 
(b) Adequacy: The price should ensure sufficient revenue to 
cover expenses and earn stipulated surplus. 
(c) Stability: The price should accord reasonable stability to the 
price by avoiding frequent fluctuations. 
Keeping in view, these objectives of the price strategy, the 
level of the sales price at the consumer cooperatives is 
influenced by the following factors: 
(i) Purchase price (less discount). 
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(ii) Direct purchase costs (e.g. transport, insurance and 
taxes). 
(iii) Overhead expenses (e.g. rent, mgt cost etc). 
(iv) The quality, nature and risk in handling the 
commodity. 
(v) The rate of stock-sales turnover. 
(vi) The amount of surplus to be created. 
It is found that the overhead expenses cannot be calculated 
separately, for each commodity and the same difficulty is in 
regard to the transport and insurance costs if they are incurred on 
the business as a whole. Under these circumstances, such 
expenses are included as a general percentage to the purchase 
price. The margin is calculated by putting the overheads and in 
relation to the turnover of the same period, expressed either at 
purchase (make up) or at sales price (gross profit). However, it is 
erroneous to apply uniform margin to the whole assortment, 
because the overhead expenses incurred are vary among the 
different commodities depending upon: 
(a) The care with which the commodities are to be handled. 
(b) The rate of turnover, which in turn determines the storage 
time for each commodity. 
(c) The risk of loss as determined by the perishability of 
commodities. 
These considerations reflect varying purchase cost 
structures of commodities and, therefore, it is necessary to employ 
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the system of differentiated margins on the basis of "what the 
consumers can bear." 
Different Situations That Affect The Price Strategy 
The consumer cooperatives sell below the market prices 
should not be a general rule rather the consideration of 
availability of goods, overheads, quality and similar factors in the 
determining the price strategy. As in some situations different 
price strategies suit the occasions. 
Under normal trading conditions when competition is fair 
and the commodities are enough, the cooperative prices remain at 
the market level than more emphasis should be given on services 
and quality. While restrictions on the credit dealing may be 
relaxed and home deliveries be introduced beside purchase 
dividends may also be attractive. 
When conditions indicate abundance, sales incentives can 
take the form of better services, gift schemes, consumer 
entertainment, timesaving services like the collection and 
payment of electricity and water bills on behalf of the consumers 
etc. The consumers should be made to feel that it is their own 
organisation, it belongs to them and they belong to it. Attractions 
that suit the needs of the time can be introduced. The 
management will have to look out for avenues where the help is 
more needed. 
But the testing period would be when the scarcity 
conditions develop and protection is needed against trade 
malpractice, bottlenecks in supplies, adulteration, rising prices, 
hoarding, black-marketing, issue of permits, etc. In other words, 
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the conditions arose when the national emergency is being 
exploited by the anti-social and unpatriotic elements. Consumer 
cooperatives have to prove their mettle by being fair and rational 
at such times of need as the question of prices is an important one 
and requirements close attention. 
When the prices all round are abnormally high, and the 
consumers cooperatives are in a position to procure supplies at a 
reasonable prices and sell at the rates lower than the market rates, 
the chances are that the low prices will tempt the purchasers to 
resell the same product at high rates and thereby defeat they very 
object for which such efforts were made. 
On the other hand, if the market prices are followed and the 
margins inflated, the consumer gets no relief. What then it to be 
done and how should fair prices be worked out? Under such 
circumstances, a via media has to be adopted. Such a course 
should not be based on halfway basis. Consumer cooperatives, 
although a commercial undertaking, are quite different from the 
ordinary trade practices. The underlying idea is to serve the 
consumer and such a service is most needed when the normal 
avenues of trade are either non-cooperative or out to exploit the 
situation. Under such circumstances, fair prices are determined on 
a 'full charge' basis, which, in spite of the economic recovery, 
keeps the price level appreciably down. To safeguard against the 
commodity finding its way into unsociable hands, the distribution 
has to be restricted only to needy consumers and a self-imposed 
rationing or a rationalised distribution system should be 
introduced. 
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In certain situations this argument would be correct but 
when a temporary shortage arises in the supply of a certain 
commodity, private retail traders are always eager to utilise the 
situation to increase their profits. This has been very clearly 
observed in the hilly areas, when during the winter months the 
area is cut off from the rest of the country, and no alternative 
sources of supply were available during the isolation except the 
private dealers, who increased their prices by several hundred per 
cent. While the consumer cooperatives, kept the winter profit 
margins at normal levels. Usually, price rising trends have other 
causes, and depend to a very lesser degree on conditions in the 
wholesale or retail trade. The whole economy may be affected by 
inflationary tendencies, whereby all indexes not only those of the 
consumer prices go up. In such cases it is futile to believe that a 
consumer cooperative system would in any way affect the general 
development. In such a case, as well as in any other, the role of 
consumer cooperatives is to act as a check on prices charged by 
private distributive agencies and by rationalisation to contribute 
to lower distribution cost, which will eventually benefit the 
ultimate consumers. 
The benefit of the consumer is the basic objective of the 
consumer cooperatives and it can be achieved more economically 
in a direct way by offering situation-based prices to the members 
of the organisation. But in the decision-making for a price 
strategy, several other considerations like purchase price, 
distribution cost and other expenses which effect the prices 
should also be taken by examining them point-by-point and will 
try to reach at a conclusion as to what type of price strategy 
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would be most favourable for a consumer cooperative stores in 
the state. 
Illustrative Model On Marketing Strategy-Price Strategy Of 
Consumer Cooperative Store 
To be able to clarify the issue, let us construct a simple 
model of a consumer cooperative store and try to examine from 
the business administrative point of view the consequences of 
various pricing strategies with keeping in mind, the interests of 
the consumer members. 
Let us assume that the total costs for the store are Rs.10,000 
per year, as drawn in the Table 5. 1. 
Table-5.1 
Total Costs For The Store On The Basis Of Illustrative Figures 
1. 
2. 
3. 
4. 
5. 
6. 
Rent 
Manager 
Staff 
Interest on Bank Loan 
Depreciation of Assets 
Other Costs 
Total 
(Rs.) 
2,500.00 
3,000.00 
2,500.00 
500.00 
500.00 
1,000.00 
10,000.00 
Source: Compiled by the Researcher on Basis of Illustrative 
Figures. 
This means that to be able to perform profitable business, 
the gross surplus must exceed Rs.10,000. If this amount cannot be 
secured, that will be consuming the capital and will eventually 
have to liquidate the store business. Whatever amount of gross 
surplus the store succeed to acquire over and above Rs.10,000- can 
be regarded as net profit or surplus. The net profit can be used for 
at least three purposes: (i) Interest on capital supplied by the 
owners, (ii) expansion of business through building up of 
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reserves, and (iii) referring to cooperative organisation, 
distribution of dividend according to purchases made, so-called 
patronage dividend. 
Now it is assumed that the store is selling four commodities 
and estimates an approximate turnover of each of the four 
commodities and collects information regarding prices of identical 
and similar commodities from the neighbouring competitors' 
shops. These prices will naturally tend to vary from shop to shop 
but in spite of this one can be able to get an idea of the average 
general price level of the goods in the area where the store is 
located. 
On the basis of the above data the Table 5.2 can be prepared, 
where the assumption is that the sell of goods at prevailing 
market rates. 
Table - 5.2 
Sell Of Goods At Prevailing Market Rates 
Items A 
(Rs.) 
B 
(Rs.) 
C 
(Rs.) 
D 
(Rs.) 
E 
(Rs.) 
Yearly Turnover 
No. of Pieces 
Purchase Price per 
piece 
Market Price per 
3,000 
5 
5.50 
5,000 
3 
5 
20,000 
1 
1.15 
5,000 
1 
0.90 
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Piece 
Total Purchase Cost 15,000 15,000 20,000 5,000 55,000 
Sales Turnover 
If we Sell at Market 
rates 
Total Gross Surplus 
16,500 
1,500 
25,000 
10,000 
23,000 
3,000 
4,500 
-500 
69,000 
14,000 
Source: Compiled by the Researcher. 
Market Price Strategy 
As depicts from above table the total gross surplus is quite 
sufficierit to cover the actual costs. If the store decides to sell all 
the goods at prevailing market rates, even than Rs.4,000 left as net 
profit after all the costs have been met. But by observing the 
percentage differences between the store purchase prices and 
prevailing market rates, than there will be a considerable 
differences. These differences may partly be occurring due to 
higher handling costs for certain goods, and partly arising on 
account of the selection of source of purchases and imperfection 
of market conditions, as well as the competitive situations. While 
the store can sell goods A, B and C profitably, but the store did 
not succeed to do so in regard to the commodity D. This may 
depend on the fact that our source of supply is unusually 
expensive or else that our purchases are made in too small 
quantities. As there are alternative shops offering the commodity 
D for Rs.0.90, it is improbable that the store may succeed in 
maintaining any substantial sales, if the store increased the price 
of this commodity so as to cover the purchase price and make a 
contribution towards the operational costs. If it is not possible for 
the store to decrease the purchase price of commodity D below 
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Rs.0.90, than there is no any reason to maintain this article in the 
stock of the store, except to discontinue the sale of D than both, 
the gross and net profits will be increased. But however there may 
be a social reason for continuing to keep commodity D in stock. 
The net result of the operations as per the table 5.2 will be 
Rs.4000 (gross profit Rs.14,000 minus operation expenses 
Rs.10,000) as net surplus. A part of this money has to go to the 
reserve fund, and another part will be used as interest on share 
capital. To make it simplify let us suppose that Rs.1,000 is allotted 
to the Reserve Fund and Rs.500 paid out as interest on shares. In 
cooperative organisations the main part of the surplus amount is 
distributed as patronage dividend, as the net profit is derived 
from prices over and above costs paid by consumer members. To 
have a large enough amount to allow 3 per cent patronage refund 
on the sales turnover of Rs.69,000. This will take care of slightly 
more than Rs. 2,000 and the remaining net profit can be balanced 
in the next year. If take the patronage dividend into consideration, 
the prices would be 3 percent below the market rate. This might 
prove sufficient to attract new members and increase the store's 
turnover. If the store is in the build-up stage, and capital is 
required for expansion, a lesser amount may be distributed as 
patronage, and correspondingly a larger sum can be allotted to 
the working capital. 
Cost Price Strategy 
The total purchase cost is roughly Rs. 55,000 and the 
operational expenses about Rs.10,000. Thus the average costs 
constitute about 198 per cent of the purchase price. Being a 
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cooperative organisation, there is no reason to be interested in 
profit making. The organisation will be satisfied if only manage to 
cover the costs. What would be the price structure emerging out 
of such a strategy? It is difficult to find a clear-cut answer. Should 
the margin on each of the items sold be 18 per cent or should the 
total gross surplus be Rs. 10,000 irrespective of the items the gross 
surplus is derived from? If 18 per cent is added to the purchase 
prices, it will easily look upon that while some of the goods will 
be priced above market levels and others will be sold at very low 
rates. This will result in distortion of the turnover. While it will 
not be possible to sell any substantial quantity of goods A and D, 
sales of goods B will increase substantially as the prices on this 
product will be much below market rates. It will be difficult to 
maintain a full line of goods with the adherence to such a practice. 
Without provision for a net profit after deduction for the 
operation costs, it will not be in a position to pay any interest on 
the share capital or to pay any patronage dividend. The benefits of 
patronage dividend as an instrument to build up the share capital 
of new members will thus not benefit to organisation. It will not 
be able to build up reserves to carry through critical periods nor 
expand the business. Adherence to a cost price strategy may prove 
very risky. The costs may have been miscalculated, or the prices 
of commodities already bought may fall. In such a case the result 
could be disastrous since no reserves have been built up to 
cushion shocks of such nature. 
Active Price Strategy 
There are various reasons for condemn the cost price 
strategy. Instead of passively accepting the prevailing market 
140 
adopt the price level for the goods, which the store offers for sale 
in accordance with a number of considerations such as: 
1. The competitive situation in the market. 
2. The turnover of the respective commodities. 
3. The operational costs in general and for the commodity in 
particular. 
4. The necessity of surplus creation and building up the 
reserve funds. 
5. The advantages of distribution of patronage dividend in 
consumer cooperative stores. 
The fact, which must keep in mind, is that the gross surplus 
must be so large as to allow covering the operating costs, interest 
on capital, patronage dividend and allocation to the reserve fund. 
Beacuse without the sufficient funds to cover these items, the 
store may easily run into the risks as explained under the cost 
price strategy. Thus the gross surplus should at least be of the 
magnitude of about Rs.14,000 as indicated under the market price 
strategy. This is a general observation necessary to keep in mind, 
when to analyse the individual items, which the store offer for 
sale. 
It is also necessary to acquire a certain amount of market 
knowledge to be able to operate an active price strategy. The store 
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must be able to estimate, how to increase the sales with the 
increased or decreased prices and the store must be able to assess 
upto some extent how the competitors will react with the changes 
in prices and the store must have a general idea about the 
purchase price reductions which might be benefited, if purchases 
are made in bulk. 
Thus number of questions are prepared, whose answers will 
guide in the determination of adequate prices, for the different 
items with the previously mentioned objectives. The questions to 
be asked are as follows: 
1. What will happen if the store decreases the prices by 5,10 or 
15 per cent in relation to prevailing market prices? 
2. How will the competitors react? 
3. How will the turnover increase? 
4. What purchase prices will be able to obtain? 
5. What will be the addition to the handling costs as a result of 
the increased turnover? 
6. How will the gross profit develop? 
In the same way one can investigate into the results if price 
increases on the products offered for sale. 
After such analysis the store will perhaps find that the 
optional price and profit situation will deviate considerably from 
that as shown in Table No. 5.1. The result of the adopting the 
active price strategy will perhaps appear as shown in Table No. 
5.3. 
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Table - 5.3 
Result Of The Active Price 
Item 
Yearly Turnover 
No. of Pieces 
Purchase Price per Piece 
Market Price per Piece 
Selling Price 
Total Purchase Costs 
Sales Turnover 
Gross Surplus 
Increasing Handling 
Costs 
Gross Surplus Minus 
Increased Handling 
Costs 
A B 
Handling 
0.50 
Rs 
3000 
5 
5.50 
5.50 
15,000 
16,500 
1500 
-
1500 
Rs 
8000 
3 
4.75 
4.50 
24,000 
36,000 
12,00 
1500 
10500 
Strategy 
C 
Costs 
0.05 
Rs 
60,000 
0.95 
1.15 
1.05 
57000 
63000 
6000 
2000 
4000 
D 
Rs 
1000 
1 
0.90 
1.00 
1000 
1000 
-
-
-
Total 
Rs 
1,16,500 
19,500 
3500 
16000 
Source: Compiled by the Researcher. 
When analysing commodity A it is find that it is not possible 
to get more favourable purchase prices with large turnover. And 
if decrease the selling prices on commodity A, it is likely that the 
competitors will follow in the price cut. As the store is already 
making a good gross surplus on commodity A, it is considered 
that the present selling price is satisfactory, and will thus continue 
to maintain it at the market level. The situation in regard to 
commodity A remains unchanged. 
The commodity B has a substantial profit margin. This is 
partly due to the fact that the handling and selling costs of this 
commodity are comparatively high. The store estimated it at 50 
Paisa per piece and decided to lower the selling price on product 
B from Rs.5 to Rs.4.50. The turnover will increase, but as this is a 
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product sensitive to competition, the competitors will make 
efforts to follow the price cut. Let us assume that the average 
price offered by the competitors after the price cut would be 
Rs.4.70. As the difference between the competitors' price and the 
store price will not be considerable, as turnover increase will be 
fairly limited, from 5000 to 8000 pieces per year. The handling 
costs which form part of the total operating costs will, as a result, 
also increase 0.50 times 3000, a sum total of Rs.l500. The gross 
surplus minus increased handling costs, Rs.10,500 has to be 
compared with the original gross surplus, which was Rs.10,000. 
By the price cut the store succeeded in increasing the profits to 
some extent but the sum may not seems very impressive. 
However, the most important factor arising out of the action is 
perhaps not the fact that the store gains Rs.500 more but as a 
cooperative organisation it is succeeded in lowering the price for 
consumer members and in this way saved them a total of Rs.0.50 
times of 8000, altogether Rs.4000. A further implication of the 
action is that consumers to the competitors' shop also benefit from 
this action, as prices in their shops have been lowered too. 
The changes, which occur with regard to commodity C in 
connection with the adoption of an active price strategy, will be 
considered one by one. It is a fairly small item and is sold in 
rather large numbers. To calculate the additional handling charges 
at Rs.0.05 per piece with increasing turnover. In spite of high 
turnover value the commodity has been adding only moderately 
to the gross surplus. As a large number of pieces of this product 
have to be purchased by each household it is fairly sensitive to the 
price. After negotiations with the suppliers the store reaches an 
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agreement that if doubles the purchase orders and place these 
orders in advance than it will be offered a 5 Paisa reduction on the 
price. To be able to reach the required turnover increase we 
calculate that our price cut must be at least 10. Paisa. To lower the 
selling price to Rs.1.05 and find to the satisfaction, that the 
competitors cannot follow the price cut. Evidently they have not 
been able to reach favourable agreements with the suppliers. As a 
result the turnover reaches figures much over expectation and in 
spite of increased handling costs the store are able to secure 
higher gross surplus. Again the main contribution has been the 
savings, which is made possible for the member customers. In this 
case the savings are 10 Paisa times 60,000 or in total Rs.6000. 
A future implication of this action in connection with the 
prices of commodity C is that a number of new clients will be 
attracted by the store to purchase this particular item. Even if they 
usually patronise another outlet for other purchase, it is likely 
that some of them will find it more convenient and economical to 
become full-fledged consumers with the consumer cooperative 
store, and eventually members of the organisation. In this way the 
total turnover will increase and as a result, the profitability of the 
organisation will improve and offer further possibilities for action 
in the field of price strategies. 
Then the commodity D is not a very profitable prospect in 
the store. While the store has to purchase it at Rel and its market 
price is only Rs.0.90. When followed market prices, the loss of 
Rs.500 on the 5000 pieces that is sold incurred a yearly. Besides 
this item did not contribute to the coverage of the operating costs. 
From the business point of view there is no reason for the store to 
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offer a product for sale, which will involve in losses. As the store 
is not able to obtain more favourable purchase prices, it is 
decided, despite of the prevailing market prices, to increase the 
selling price to Re.1.00 so as, at least, to cover our purchase costs. 
It is likely that the turnover will drop considerably as a result of 
the price increase. 
In a case like this it is probable that the competitors will 
offer a different quality of product for sale. For example, that the 
product is adulterated at the retail level, and therefore the unit 
cost can be maintained lower, whereby sales at Re.l become 
profitable. In this case, it would be advisable to introduce an 
information campaign to make consumers conscious of the 
difference in quality. 
Now compare the present situation regarding cost, turnover 
and profit with the situation when adhered to market prices. It is 
worked out as shown in Table 5.4. 
Table - 5.4 
Comparison Of Market Price Strategy And Active Price Strategy 
Total turnover 
Total purchase costs 
Total gross surplus 
Original Operation costs 
Addl. Operation costs resulting from 
increased turnover 
Total operating costs 
Net surplus 
Market Price 
Strategy (Rs.) 
69,000 
55,000 
14,000 
10,000 
10,000 
10,000 
4,000 
Active Price 
Strategy (Rs.) 
1,16,500 
97,000 
19,500 
10,000 
10,000 
10,000 
6,000 
Source: Compiled by the Researcher. 
146 
This shows that consumer cooperative store have been able 
to offer on the whole, more favourable prices to the consumers, 
and also succeeded in increasing the net surplus, which can be 
used towards the payment of patronage dividend, interest on 
share capital and undertaking further expansion of the store. 
From the different approaches and given example to a price 
strategy for a consumer cooperative store, the active price strategy 
is advantageous. As active price strategy is "a price strategy 
which instead of giving the purchaser the whole of the direct 
economic advantage arising from the cooperative form of 
organisation in the shape of dividend on purchase, aims at 
reducing the rate of dividend in order to permit the sale of goods 
as cheaply as possible and thus give the purchaser a part of the 
economic advantage at the time, when he makes his purchase 
rather than making him wait to receive it in a lump sum at the end 
of the a consumer cooperatives accounting period 1** July to 30th 
June. This results in the following ways: 
(a) To sharpen the impact of cooperative action on the private 
trade. 
(b) Force rationalisation within the areas of competition entered 
by the cooperatives. 
(c) Demonstrate the systems ability to perform an invaluable 
public service and thereby gave increased sympathy and 
support from all sections of the community. 
The example of active price strategy as given is a model 
store of possibility for the sake of clarity in conditions has been 
greatly simplified. In reality however, it will not be as simple to 
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establish the optimum price level. It will prove very difficult to 
predict or analyse the competitors' reactions. Thus the way 
towards active price strategy is not a simple change of the price 
system. Rather it is a continuous process, where by the consumer 
cooperatives are always on the active move, considering such 
matters as purchase price, handling costs, market prices, turnover 
trends and a number of other related matters in order to get a 
picture of the total situation which will enable the store to decide 
on the present selling prices. Once a decision is taken the price 
should by no means be considered as fixed. Any new change in 
market conditions may make it advantageous again to reconsider 
the own prices. 
During the survey of the consumer cooperative stores in 
Uttar Pradesh regarding the adoption of price strategy by 
different consumer cooperative store whose result are given in 
table No. 5.5. 
Table - 5.5 
Preferential Table Of Price Strategy 
S.NO. 
1. 
2. 
3. 
PRICE STRATEGY 
ACTIVE PRICE STRATEGY 
COST PRICE STRATEGY 
MARKET PRICE STRATEGY 
PERCENTAGE 
42% 
33% 
25% 
Source: Compiled by the Researcher. 
As per the table No. 5.5 large numbers of consumer 
cooperative stores in the state adopted the active price strategy. . 
i.e. 42 percent. Where as cost price is concern, it is adopted by 33 
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percent of consumer cooperative stores and 25 percent consumer 
cooperative stores adopted marketing price strategy. 
This shows that active price strategy has also been adopted 
by majority of consumer cooperative stores in the state where as 
example also showed that active price strategy is advantageous 
for consumer cooperative organisation. 
Conclusion 
Basically, the success of a cooperative effort will be 
judged by the results it achieves which, means the extent to 
which it is able to serve its members and the community. The 
belief that consumer cooperative stores run at a no profit no 
loss basis loses all ground and, in the larger interest of the 
development of the consumer cooperative organisations, 
profit should be made. Practically the price strategy has to be 
of a variable type and should suit the needs of the 
cooperative system by keeping in view that the level of the 
price should be fair to the consumers. But still adopting 
different price strategies by different consumer cooperatives 
in the state, the consumer cooperatives are incurring losses 
due to the unawareness of the consumers ab'out the consumer 
cooperative stores in their areas as the consumer survey 
reveals. Therefore a proper promotional strategy is required. 
In this context the next chapter is devoted towards 
promotion strategy of consumer cooperatives in Uttar 
Pradesh, which help their survival in the state. 
149 
a ; i ^ C ^ ^ JDWo 
Chapter VI 
Promotion Strategy Of Consumer Cooperatives In Uttar Pradesh 
CHAPTER VI 
PROMOTION STRATEGY OF CONSUMER 
COOPERATIVES IN UTTAR PRADESH 
Introduction 
In the preceding chapter the price Strategy of consumer 
cooperatives in Uttar Pradesh was discussed with the help of various 
examples of price strategies adopted by consumer cooperative stores in 
the state and come to the conclusion that the price strategy changes 
according to the changing marketing situations and the active price 
strategy is advantageous among other price strategies and adopted by 
most of the consumer cooperative stores in the state. Because an active 
price strategy analyzes all aspects of the consumer cooperative stores 
and manipulate the prices of the products by keeping in view the most 
important principle i.e. to protect members interest and also beneficial 
for the consumer cooperative stores. Therefore to create awareness 
among the regular consumers and potential consumers about the 
reasonable prices of the products and better quality of the products the 
promotional efforts are essential. In this context the following chapter is 
devoted towards the promotional strategy of consumer cooperative in 
Uttar Prasdesh'. 
Promotion Strategy Of Consumer Cooperative In U.P.-A Survey 
Analysis 
As per the survey of consumers, 26 percent regular consumer are 
satisfied with the consumer cooperative stores atmosphere, which is 
below average, where as 82 percent potential consumer are satisfied 
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with their stores atmosphere. While display of products in consumer 
cooperative stores scored 32 percent by regular consumer but 76 percent 
potential consumer are satisfied with other store's display and on the 
other hand 60 percent of regular consumer are satisfied with the 
availability of product but only 52 percent of potential consumers are 
satisfied with availability of those products in one store. This 
satisfaction level shows that besides having availability of all basic 
products in one consumer cooperative store there is a need for effective 
promotional strategy. 
While mere making available the best products is not enough, it is 
futile unless the firm resorts to aggressive salesmanship, effective sales 
promotion and advertising and public relations are of top importance. 
High pressure salesmanship and heavy doses of advertising are a must 
to move the products. The essence of promotion strategy is 'goods are 
not bought but sold'. The seller of product must say that his product is 
best and he fails if he keeps mum. ^ 
Promotion strategy is the effort by a marketer to inform and 
persuade buyers to accept, buy, recommend or use the products, 
services or ideas that are being promoted. It is a form of communication 
with additional efforts of persuasion to the regular consumer and 
potential consumer. The promotional activities always attempt to affect 
knowledge, attitudes, preferences and behaviour of recipients, i.e., 
buyers. This element of persuasion to accept ideas, products and 
services, etc., is the bridge of promotional strategy. It is the process of 
marketing communication involving information, persuasion and 
influence to consumer. 
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The promotional strategy has some specific purposes. Firstly 
communicate marketing in formations to consumers, users and 
resellers, and then promotion persuades and convinces the buyers and 
enters into some deal. "Promotional strategy is the coordinated self-
initiated efforts to establish channels of information and persuasion to 
facilitate and foster the sale of goods or services, or the acceptance of 
ideas or points of view". 2 
Essentially promotional strategy is persuasive communication to 
inform regular and potential consumers about the availability of 
products in the consumer cooperatives further to persuade and 
convince them that those products have satisfying attribute in terms of 
price and quality. Infect the consumers buy a bundle of expectations or 
a package of utilities to satisfy their economic, psychosocial wants and 
desires which is the motive of the consumer cooperatives. Beside 
communication and persuasion for the product the promotional 
strategy is also responsible for awakening and stimulating consumers 
demand for the products. It can create and stimulate demand, capture 
demand from competitors and tries to maintain demand for the 
products even against keen competition. 
In U.P., where the promotion of consumer cooperatives are 
established as department of cooperative policy. Elsewhere, there are 
commercial radios and television systems, from which time can be 
bought, though usually at a price, which is affordable by and large, 
stronger organizations. Further the broadcasting authorities maintain 
an impartial attitude as between cooperatives and other enterprises. The 
cooperatives programmers can only be introduced as news or as a 
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feature of general interest, but not as propaganda. The attitude of the 
press towards cooperatives depends partly on the general policy of each 
newspaper and partly on its relations with advertisers. 
The promotion strategy deals with the following decisions: 1. the 
blend of promotional activities (advertising, publicity, personal selling 
and sales promotion), 2. the amount allocated for the various forms of 
promotion particularly to the advertising media such as press, radio, 
television, and so on, 3. the kind of promotion to be used. Each kind of 
promotion has its own strengths and weaknesses as the nature of the 
products, characteristics of the market, stage of market development 
and stage of the buyer's decision-making process. These unique 
strengths and weaknesses must be duly recognized while designing the 
promotion strategy. The interaction among the various forms of 
promotion determines the total promotional effectiveness. The 
interdependencies of all kinds of promotional demand are an integrated 
approach to promotional strategy. The various forms of promotional 
strategies in Uttar Pradesh consumer cooperative are as follows: 
(1) Advertising 
Advertising is a general term for any and all'forms of publicity, 
from the cry of the street boy, selling the newspapers to the most 
elaborate attractive devices. The object always is to bring in public 
notice some article or service; to create a demand to stimulate buying; 
and in general to bring together the man with something to sell and the 
man who has means or desire to buy. 
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Advertising is one of the major promotional tools. It has the 
following advantageous to strengthen the promotional stiategy as it 
offers a planned and controlled message, influences numerous people 
simultaneously, quickly, and at a low cost. Therefore it is known as a 
mass means of communication and has the ability to deliver messages 
to audiences with particular demographic and socio-economic features. 
Further it can deliver the same message consistently in a variety of 
contexts and can reach upto that limit at which a salesmen cannot 
approached and helps to presale goods and pull the buyers to retailers 
and offers a wide choice of channels for transmission of messages such 
as oral and visual. Therefore it is very useful to create much interest and 
offer adequate knowledge of the new and existing products when the 
innovation is being intioduced in the market. 
Advertising has other purposes as well. It is used to reassure 
buyers that they have really made the best purchase. Thus, advertising 
can build up brand loyalty. Advertising can enhance the morale of the 
salespeople and dealers thereby securing enthusiastic distribution of 
products. It is also employed to promote the bright image of the 
consumer cooperatives in the society. 
The use of advertisements to popularize consumer cooperatives 
and the consumer cooperative system in general is a matter of some 
controversy. As the cooperators, especially in the early days of 
consumers cooperative system undoubtedly had condemned the 
advertising as an expensive and wasteful activity and adding nothing to 
the value of the product sold but use only for competing with tiaders 
trying to get the better of one another. Since the consumer cooperatives 
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are themselves engaged in commercial competition, it can hardly afford 
to dispense with a technique, which has such a powerful impact on 
consumer's mentality. Even if it is decided that the consumer 
cooperatives should reply with their own advertisements, it is not 
always easy to decide what form such advertising should take. National 
advertising campaigns are very costly and another difficulty is that a 
large-scale advertising campaign will involve setting a fixed retail price 
for each article, and many consumer cooperatives tend to frown on 
enforcing such prices on local consumer cooperative stores. Therefore 
consumer cooperatives that go in for advertising usually avoid these 
difficulties by advertising in general. The basic means of advertisement 
of consumer cooperative stores in Uttar Pradesh is in their own 
specialized journals, which is published from national and state 
cooperative unions on monthly, quarterly and fortnightly basis beside 
through agricultural exhibitions and cooperative week celebration. 
Till the advertising, is confined to cooperative journals, and 
addressed only to cooperative members as an activity, it will remain at 
borderline between member relations with public relations. Therefore at 
this stage to consider what should be the purpose of cooperative and 
public relationship? A cooperative, which is trying to extend its 
membership, obviously aims at arousing interest and sympathy among 
those whom it would like to enroll. There is, need of further and rather 
different efforts to consider. How far should consumer cooperatives 
become an integral part of the life of the community and accept and 
respect by other organizations, both public and private, as well as by 
individuals who may never become members? In the early pioneering 
days more consumer cooperatives regarded themselves as living more 
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or less in a world of their own, surrounded by hostile forces. They were 
more interested in building up a strictly cooperative community life 
than in playing a part in the community at large. They generally 
avoided the formal contacts with business organizations run on 
principles other than their own. 
The success and the sheer weight and importance of the Uttar 
Pradesh consumer cooperatives rather have to change this attitude 
more over, now concerned with creating a favourable impression and 
exercising an influence on the community in general, and on officials 
and non-official institutions, and even on professionals and business 
organizations, such as chambers of commerce. 
In a consumer cooperative store, one should have: 
(a) External advertising to induce consumers to come into the 
store, such as newspapers, leaflets, attractive store faqade, 
show windows, etc. 
(b) Internal advertising that is intended to attract consumers 
already inside the store to make them more aware about the 
goods and tell them to buy. This sort of advertising has a more 
immediate effect on sales and useful beside easy to check. The 
media for internal advertising are posters, streamers, price 
placards, demonstrations, consumer information pamphlets, 
internal radio communication, window-dressing, and 
attractive displays to create the right atmosphere for buying. 
The advertisement material, so prepared, must be used in 
suitable combinations for different advertising occasions. The various 
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advertising occasions should be decided and laid down in the stores in 
their yearly sales programmes. Many such occasions present themselves 
automatically by looking at the calendar, such as various religious and 
national festivals. Some other advertising campaigns can be connected 
with seasonal sales of certain articles, such as woolens in winter, which 
repeat every year with very littie variations. Between these clearly fixed 
advertising occasions, there are slack businesses periods that must be 
made to yield some buying activity by introducing new ideas such as 
prizes to consumers during the slack or dull periods. 
In survey, the sahkari departmental consumer cooperative store 
is inaugurated on 25.10.2000 in Lucknow, although the location of the 
store is not attractive but because of its proper advertising, the sale 
turnover and profitability was increased from Rs 325957.26 in 2002-03 to 
Rs 527910.79 in 2003-04. Therefore, after every such campaign, the 
results (the response from consumers) must be evaluated, and the 
experience so gained should be used for future guidance. 
Further the staff and Board members of the consumer 
cooperatives stores should be associated with every sales campaign. As 
persons who are directly connected with sales, should be given 
information beforehand, which will give them a feeling of 
responsibility, and they rightly feel that it is their sales campaign and 
specially organized to boost sales in their stores. They must get all the 
necessary information about the goods, well in advance of the 
campaign, and be asked to pass on the information to all the staff 
engaged in the sales campaign. If the sales are planned on a monthly 
basis, the representatives should be invited to attend the monthly 
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meetings in which past performances, ways to profit by past experience 
and also future plans should be discussed. It is important to run 
campaigns for only short periods of a week, a fortnight or, at the most, 
three weeks, but not more. 
The various modes of advertisement of consumer cooperatives in the 
state are as follows: 
(i) Display Materials 
The display materials used for the advertising in consumer 
cooperative stores are the most important part of advertising. It is 
necessary that the consumers should be given the facts about the 
articles: the name of the commodities, the quality of the goods, where 
necessary, the source also, and finally, the price per piece, or whatever 
is the measure. The name and price of the commodity need to be 
emphasized and using block letters can do this. 
Sometime, many stores are prone to forget to remove old display 
material, which is bad. This can be avoided, if display materials, are 
kept in certain places in the windows, on the counter, hanging from the 
ceiling, or fitted in special mounts or stands. When the old ones should 
quickly replace the organization continuous by advertising the 
programme than a fresh and latest display material. The display 
products may sometimes require special printed leaflets with detailed 
instructions to the consumers regarding storing and cooking of the 
products that are for sale. 
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(ii) Outside Publicity 
Any publicity done outside the consumer cooperative stores 
should be in the form of either leaflets distributed to every house in the 
vicinity, posters on the walls, or advertisements in the dailies or in the 
specialized journals. For the consumer cooperatives these two are, no 
doubt, would be cheapest. But, if they are adopted for the entire 
consumer cooperative stores in a town or a district, even than 
advertisement can be done without incurring heavy expenditure. 
During survey it is found that they advertise in newspapers and 
cooperative journal and other means of outside promotional efforts are 
not found in consumer cooperative stores in the state. 
(iii) General Publicity 
When consumer cooperatives plan on big publicity, it is very 
common for the cooperators to feel that the stress should be on 
cooperative identities and benefits of cooperative system. Therefore, 
when they advertise through dailies, journals or through slides in local 
cinema houses, about the principles, followed by the consumer 
cooperatives. It is, not advisable upto some extent. As the consumers 
and members visit for good services and unadulterated commodities 
and reasonable prices rather than cooperative principles. Therefore, the 
sales campaigns should aim at the twin purposes that are increasing the 
number of new members, and also persuading the old members to buy 
more of their requirements from consumer cooperative stores. It is also 
essential that the publicity and sales be well synchronized - the 
consumers who have read the leaflets and have seen the posters at the 
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entrances and counters, should be offered the advertised goods by the 
salesmen at the counters. 
(iv) Signum 
In another instance as found during the survey in the Uttar 
Pradesh consumer cooperative promotion strategy that sometimes they 
forget the signboards on the stores. So keeping in view that most of the 
people in the area know, where the consumer cooperative store is. But 
there is also the possibility for the potential consumers that may not 
they aware about the exact location of the store. 
Therefore, it is essential that the signboards of the consumer 
cooperative stores be made in big, bold letters, visible from long 
distance and easily readable - at least, the head name "COOP" or any 
other name. It is better if they are the same all over the area and if 
possible than entire state. Using the same colours for them, a common 
head-name in big letters, and a common symbol can do this. The local 
board members may prefer to have local names, but the new consumers 
may not feel that way. They may call their consumer cooperative store, 
just 'COOF or any other small word - a catchy name, easy to 
pronounce and to remember. It is important that such a word be chosen 
and that word is boldly emphasized on the signboards. 
As per the survey conducted by the researcher about the recent 
marketing strategies in Uttar Pradesh consumer cooperative stores, the 
details of promotional strategy adopted by them are as follows: 
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Table -6.1 
Preferential Table Of Promotion Strategy 
S.NO 
1. 
2. 
3. 
4. 
5. 
6. 
ITEMS 
Change Consumer's Attitude 
Create Consumer's Awareness 
Reach Inaccessible Consumer 
Encourage Immediate Sale 
Educate Consumer 
Reduce Selling Expenses 
PREFERENTIAL 
INDEX VALUES 
44% 
43% 
37% 
35% 
31% 
10% 
Source: Compiled by the Researcher. 
As per the table No. 6.1 drawn by researcher on the basis of the 
survey conducted of Uttar Pradesh consumer cooperatives, it depicts 
that according to consumer cooperatives their main motive of the 
promotional activity i.e. advertisement is to change consumer 
perception about the consumer cooperatives. Therefore change in 
consumer's attitude gets the highest preferential index value i.e. 44 
percent while creating consumer's awareness is just parallel i.e. 43 
percent. Where as to reach inaccessible consumer is 37 percent and to 
encourage immediate sale scores 35 percent while to educate consumer 
get 31 percent but to reduce selling expenses get only 10 percent. 
(2) Sales Promotion 
The selling is the main activity of consumer cooperatives and 
entails the efficient utilization of its resources men and material in order 
to achieve maximum sales and services to the consumers so as to realize 
concrete socio economic results. The selling activity also assumes 
importance because through its techniques and volume, the consumer 
cooperatives disseminate their cooperative philosophy and consonance 
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with its objectives of equitable distribution of goods at fair price, the 
gross margin in the sale of goods is sufficiently low, therefore, 
consumer cooperatives essentially have to devise measure to increase 
the volume of sale on the one hand and on the other to minimize its 
operational costs so as to create surplus and strengthen its economic 
foundation. The consumer cooperatives have to endeavor to realize a 
sizeable volume of sales in order to capture a definite share of the 
market to become effective pace setter in the distributive sector of the 
economy. 
Therefore one of the important pre-requisites for the success of 
sales promotion program is that it should be undertaken in accordance 
with a fairly comprehensive plan, covering a longer period of time, than 
a shorter period approaches, which is presently adopted by the 
consumer cooperatives in the state to the sales promotional programs in 
a haphazard way on the spur of stray idea, shall be self defeating. 
The sales promotional measures, in the ultimate analysis must 
aim at educating the consumers with the view to rationalise their 
consumption pattern for, as an enlightened and awakened consumer is 
the surest guarantee for the success of consumer cooperatives. 
However, amidst constant barrage of advertising from competitors, the 
task of educating the consumers in money management and consumer 
ship has become extremely difficult. Cooperative advertising, because 
of its truth content and informative value, therefore, has the onerous 
responsibility of erasing the obnoxious influence of misleading 
advertisements of the competitors and also simultaneously focusing the 
attention of consumers on the philosophy of cooperation. Such 
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measures as price marking and price displays, with assured weight and 
quality etc. shall create confidence among consumers and act as 
powerful stimulus for pushing up the sales. 
The survey of the consumer cooperatives in Uttar Pradesh 
reveals that about, 80 percent of the sales depend on the location, 
assortment-price-quality, size and layout of the shops, and the 
salesman's behaviour. By giving proper attention to these factors, the 
consumer cooperatives can build up their image and sales ability, which 
determine the number of regular consumers and the shop's basic sales 
turnover. To be able to achieve the other 20 per cent of the sales, it is 
necessary to start sales campaigns, advertising and other public 
relations activities. 
The education sphere of sales promotion program has woefully 
been neglected by the consumer cooperatives operating in the State. 
Therefore, an idea of establishing a cooperative club is suggested in this 
work. It is also desirable to arrange "special sales" of a few selected 
commodities once a month as it will be helpful not only in increasing 
the sales but also in communicating the cooperative message. 
(3) Sales Planning 
Sale planning is an effective weapon in the hands of the 
consumer cooperatives to achieve the efficient utilization of store's total 
resources through the coordination of the functioning of multiple 
factors affecting the sales volume. The foremost pre-requisite for the 
success of sales plan is to lay down the realistic sales targets, capable to 
achieve. These sales estimates should reflect the optimism and 
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dynamism of the stores in order to stimulate the managers and their 
sales staff to contribute there best in realizing the targets. Sales planning 
is also an exercise in ensuring the correct commodities to consumers at 
the suitable time and place and this necessitates the seasonal and 
regional variations in demands for different types of merchandise, with 
the view, to devise sale promotion techniques consistent with the time, 
region and the commodities demanded. Another benefit of sales 
planning is in the minimization of wet and wastes of business 
operations of the stores through the maintenance of stock and 
purchases in proportion to the sales so as to avoid over as well as under 
stocking of commodities, which have deleterious influence on the 
working efficiency of the organization. Sale planning also provides an 
opportunity to make comparison with actual sales performance with 
the targeted sales and, therefore, helps in detecting the deterrent factor, 
which, otherwise remains unnoticed and perpetuate inefficiency and 
losses. 
The consumer cooperatives in the state have not adopted the 
techniques of sales planning and the annual sales targets but laid down 
and determined most injudiciously and therefore, have no relevance 
with the operations of the stores. This party explains the occurrence of 
low sales volume, which in turn has resulted in over staffing, over or 
under stocking and inefficient operation of the stores. Therefore it is 
desirable to lay down the realistic annual sales target detailed on 
monthly basis. The introduction of sales planning shall also transform 
the attitude of consumer cooperatives from distribution of goods to 
selling of goods and is, therefore, sure to dynamites and uplift the 
cooperative organization from present slumber. 
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(4) Sales Policy 
The success of the consumer cooperatives lies in evolving a well-
defined sales policy based on the business objectives of the 
organization. The rationality of the decision with respect to the different 
ingredients of the sales policy shall be determined not only by the sales 
volume and extent of the surpluses created in the stores but also by the 
extent to which competition from the private trader may be rendered 
ineffective. The private traders who possesses an intimate knowledge of 
their consumers and their wishes and is 'his own boss' due to greater 
flexibility in operations offers a serious challenge to the consumer 
cooperatives, and if, consumer cooperatives in turn, does not succeed in 
formulating an effective sales policy, sooner, or later they have to wind 
up their operations. Therefore it is obvious that the details of the sales 
policy have to be drawn judiciously along the following approaches. 
(A) Clientele 
Many consumer cooperatives feel that the members alone are 
entitled to purchase articles from the consumer cooperatives as they 
have established the organization to get the services and to improve 
their personal economy. There is substantial truth in this exhortation 
and in deference to this opinion; members are very often given the 
preferential treatment, at least, in the s.ales of scarce goods. However, an 
attitude of exclusiveness of the society is dangerous. 
A potentiality of stunting the development of the organization by 
limiting its sales volume to it's only the member's purchases. Since this 
attitude also is against the philosophy of cooperation. Therefore, 
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operations of the consumer cooperative should be extended to non-
members as well. 
(B) Assortment 
The determination of breadth and depth of an assortment is the 
most tedious assignment of the managers and the staff. Because it is 
extremely difficult to have an assortment, which gives maximum sales, 
and at the same time, avoid the risk of over stocking. There are also 
wide variations in the opinions of cooperators regarding the assortment 
policy. Some feel that the consumer cooperative stores have been set up 
to supply the scarce commodities only and other assert that controlled 
goods should be supplied by the government and the stores should 
concentrate only on the business in non-controlled goods because of the 
convenience of their procurement and high margin. While some other 
suggest that the consumer cooperatives should combine their business 
both in controlled and non-controlled goods and finally some 
cooperators are of the opinion that the consumer cooperatives should 
sell only the luxury and 'new' goods to the medium and high-income 
groups, on the plea that this will yield high margin and also enhance 
the reputation of the organization. 
As the consumer cooperatives are services rendering 
organizations, therefore, their assortment has to be fairly wide and 
deep, depending upon the requirements of the different categories of 
consumers. But the service corrector of the organization does not debar 
it from creating surpluses, at least to the extent of required to accord 
financial strength to the organization. Therefore, assortment should 
have a rational blending of law and high-margin goods Infact, there 
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should be no rigidity in the assortment policy and the managers should 
be permitted to determine the assortment on the basis of the 
competitor's practices, market intelligence and market information etc. 
(C) Cash And Credit Sales 
The time-tested business practice is to sell goods against cash 
only because, it not only protects the organization from risks in selling 
and save the additional costs but also tends to encourage thrift among 
the consumers. However, the consumer cooperatives in the state are 
under pressure from members to sell goods on credit either because of 
their expanding needs or due to the extension of similar facility by the 
competitors. Therefore the consumer cooperatives should always bear 
in mind that credit sales may affect in the following ways: 
(a) Enhance the risk of the consumer cooperative stores due to the 
possibility of accumulating bad debts. 
(b) Increase operating costs owing to necessity of employing 
additional staff to manage the credit transactions, increased 
spending on additional stationery and postage and additional 
payments on the capital employed to finance credit sales. 
(c) Reduce the liquidity of the consumer cooperatives as the finance 
used in credit sales remain tied up. 
(d) Render injustice to the poorest category of members who cannot 
buy on credit due to their low credit worthiness, but have to 
share in the cost incurred by credit to the worthy members. 
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(e) Inculcate extravagance and cause indebtedness as the members 
start living beyond their means. 
(f) Lead to a well founded demand for discount on cash sales 
because the members purchasing goods against cash are in fact, 
subsidising those who are availing the credit facilities and thus, it 
threatens to impair the price and capital formation policies of the 
consumer cooperatives 
Under these circumstances, the consumer cooperative should 
resist the pressure of members for credit sales. Therefore it is suggested 
not to undertake the credit sales without adequate and effective 
conditions such as: 
(a) Limiting the total credit sales to a specified proportion of share 
capital and for a very short period. 
(b) Denying the credit sales in the event of non-clearance of arrears 
and enforcing the members to settle the bills on payday. 
(c) Forbidding the installment credit. 
The consumer cooperatives are desired to extend hire-purchase 
facilities to only its members so as to enable them to acquire durable 
consumer goods. 
(D) Counter Service and Self Service 
It is widely believed that self-service shops offer a great 
opportunity to the consumers to affect purchases independently and 
comfortably, thereby, ensuring judicious spending of the limited 
resources at their disposal. Self-service method of selling since. 
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dispenses with the need to employ salesman therefore, this system 
particularly, is of great economic importance to those places where 
labour scarcity is more pronounced as, it provides an opportunity to 
divert scarce labour to more productive economic activities which in 
turn results in increasing the social productivity of labour. In contrast to 
these advantages, self-service mode of selling increases the danger of 
pilferage by consumers, make the ignorant consumers bewildered 
amidst abundance of goods in the store and thus, exposing them to the 
dangers of affecting irrational purchases. As against this, counter 
service, provide an opportunity to the stores to have an intimate 
knowledge about the spending habits and styles of the consumers and 
also to help and guide the consumers on the spot in making judicious 
purchases, as in the consumer cooperative stores in the state majority of 
them have the counter service. Above all, counter service is humane 
where as the self-service is mechanic and therefore, the former is helpful 
in the dissemination of cooperative message. 
(5) Salesmanship 
In the salesmanship the man immediately associated with the sale 
of the goods is the crucial or key force in determining the volume of 
sales and building up the good will of the stores. The spectrum of the 
consumer cooperative edifice is permeated through salesman on to the 
consumers and the general public. It is recognised that "in a cooperative 
one quality in a salesman is more important than all others; he must feel 
sympathy with the members and he must have a deep understanding of 
their way of living and of their problems; he must be willing to express 
such sympathy and understanding in unrelenting service, his behaviors 
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should be permeated by helpfulness it should be marked by civility to 
every one and servility to none". 3 
The conducted study reveals that much is required to be 
improved in this sphere of business activity as practically nothing has 
been done in the Uttar Pradesh consumer cooperatives to improve the 
quality of the salesmen and therefore it exhibits complete detachment 
from the objectives and policies of the stores. It is suggested to make 
them conversant with not only the techniques of effective salesmanship 
but also the philosophy of cooperation. It is also suggested to introduce 
'work incentive' schemes with the view to improve their job efficiency. 
(6) Layout Of Goods 
The layout of goods should be done in such a way that the 
consumers must be able to find their way in the consumer cooperative 
stores as quickly as possible and locate the goods, which they want to 
buy. On the other hand, it is also important that the consumers may go 
around the entire store and see the whole assortment. So the consumers 
can be induced to do it by creating the right kind of atmosphere 
through proper layout of sections and the goods. 
In consumer cooperative stores, the section of items of daily 
needs, as a rule is the most and highly frequented section. It is the 
magnet of the consumer cooperative stores, and, therefore, this section 
be placed in such a way that the consumers have to pass through the 
whole consumer cooperative store before reaching this section. To stress 
the importance of the location of sections, the example of Aligarh 
consumer cooperative wholesale store depicts that it is housed in a 
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single building with the section of daily need items located in the 
interior of the store. The study conducted on the consumer's behavior 
reveals that about 100 consumers visited in this store every day, where 
the section of daily need items is located in the interior of store and out 
of these 100 consumers about 50 percent visited in this section, about 10 
percent visited for food items only and approximately 20 percent visited 
for control goods and only 20 percent visited for non-control goods. 
Therefore for the purchase of daily need items the consumers had to 
pass all over the store in which they also came to know about others 
products which enhanced the sale of the store. 
(7) Location Of Goods 
Generally the consumers tend to buy goods, which are related to 
each other, not in regard to their price, the brand or the trademark but 
in respect of their utility. It is therefore necessary, to try to place the 
goods in groups according to their utilities as it will be a logical division 
for consumers and also make possible to present the goods in a much 
better and varied ways. Keeping this in mind, it is also necessary to 
study the frequency with which the average consumers buy the 
products from a particular group. So that the stocking goods of low 
frequency may be avoided. However, there are certain goods of low 
frequency that should be made available but such may be stocked in 
small quantities. 
(8) Display Of Goods 
The display of goods is one of the important steps in the 
promotional strategy but during the visit to various consumer 
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cooperative stores in the state it is found that in majority of cases the 
goods were not placed in proper positions. Therefore while displaying 
the goods in shelves, should be placed vertically so as to accommodate, 
as many articles as possible, an equal chance of being sold. The best 
selling level in a shelf is the "easy-to-see" and "easy-to-reach" level, and 
heavy articles within the group should be placed closely on the floor, in 
order to facilitate easy movement and to give a proper balance to the 
display. It is also important to provide, enough space for each article to 
be able to fill up the shelves with a whole bulk package at a time. The 
colors also play an important role in display. Therefore the goods, 
which are in coloured packages, should be placed in such a way that the 
different colours of different packages contrast with each other to give 
an attractive visual effects. 
(9) Price-Marking 
In the promotional efforts price marking is one of the important 
necessities as helps to buyers in taking a quick decision. Many 
consumer cooperative stores do not realize the utmost importance of 
price marking as the consumers may view the goods without price tags 
with suspicion and may feel that something may wrong, and put 
questions to the salesman such as: "What is the price of this article?" 
and "Why are the prices of the articles not displayed" This is one of the 
lacuna, which is found during the visit to various consumer cooperative 
stores in the state. 
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(10) Lighting 
Consumer cooperative stores should create an atmosphere 
around various sections, commodity groups and articles through 
lighting them, which is the best medium for creating an atmosphere and 
helps in stimulating the buying impulse. In fact, proper lighting is one 
of the best salesmen in a store. Therefore in addition to the normal 
standard illumination the stores should be proved additional 
connections for spotiights on various places in the departments/ 
sections so as to make possible spotiighting of particular commodity 
groups or displays during different seasons. 
Conclusion 
The above facts reveals that the state federation of consumer 
cooperatives is making some promotional efforts for the promotion of 
the consumer cooperative stores in the state but due to the financial 
crises the organization is unable to promote it upto a reasonable level. 
No doubt the Uttar Pradesh State Consumer Cooperative Federation 
advertises in its own specialized journals, through pamphlets and 
through personal promotion in the agricultural exhibitions and 
cooperative week celebration. But these promotional efforts are 
confined to the limited number of consumers. Therefore the state 
government should support them by providing some financial 
concessions in the general advertisements at state and national levels. 
As all these efforts will be fruitiess if the customers are unable to 
reach upto the consumer cooperative stores easily, because consumers 
prefer to do regular shopping from those stores, which are easily 
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reachable. Therefore it is preferable that the stores should be established 
at a convenient distances. In this context the next chapter is devoted 
towards the place strategy of consumer cooperatives in Uttar Pradesh. 
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CHAPTER VII 
PLACE STRATEGY OF CONSUMER COOPERATIVES 
IN UTTAR PRADESH 
Introduction 
In the earlier chapter the promotional strategy of consumer 
cooperatives in Uttar Pradesh has been discussed, which reveals that 
consumer cooperatives have made some efforts in their promotional 
strategy, which were not enough to meet the requirements and 
objectives of the consumer cooperatives in the state. 
As the consumer cooperatives are the socio economic 
organizations and meant to protect the interest of their customers and 
against the economic exploitation by the middlemen and trading 
community, by offering better quality of goods and services at 
reasonable prices. Therefore the consumer cooperative can very well 
meet out their objectives and also fulfill the promotional purposes if 
they place their goods and services at a convenient and reachable places 
of their consumers regularly and timely, in this context the following 
chapter is dealt with place strategy of consumer cooperative in Uttar 
Pradesh. 
Place Strategy Of Consumer Cooperatives In U.P. 
Place strategy stands for the matching arrangement for the 
smooth flow of goods and services from the producers to the 
consumers. It is concerned with creation and promotion of place, time 
and possession utilities. 
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Creating a customer is a major task of marketing but delivering 
the goods to the consumers, so created is one of the most critical tasks of 
marketing. If the products are not available when and where the 
customers want them, it is sure to fail in achieving the marketing 
objectives. Therefore to achieve these values added functions, the 
consumer cooperative federation has its own distributing arrangement 
within the organizational structure that is through physical distribution 
and channels of distribution. 
(1) Physical Distribution 
Physical distribution is concerned with the handling and 
movement of goods. It is a major component of place strategy, which 
includes all those activities connected with the efficient movement of 
goods from the place of production to the place of consumption. It is the 
process of strategically managing the movement and storage of 
materials, parts and finished inventory from supplier and between the 
consumer cooperatives and their customers. In the words of Professor 
Philip Kotler, "Physical distribution involves planning, implementing, 
and controlling the physical flows of materials, and final goods from the 
points of origin to use to meet customer needs at a profit", i 
Physical distribution is concerned with getting the product to the 
right place at, right time and at the reasonable costs with the objective of 
consumer's satisfaction. It involves the coordination of activities to 
place the right quality of right goods at the desired place and time. The 
consumer cooperatives know and well aware that the enhanced 
consumer's satisfaction rest on prompt and proper distribution. The 
customer's satisfaction is unproved upon by offering the products to the 
customers at right place and at the earliest. It is not the cost but an 
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effective tool in a place strategy through which consumer cooperatives 
attract more consumers by offering better services. The physical 
distribution in consumer cooperatives encompasses the wide range of 
interrelated activities such as location and layout of the stores, 
storefront, transportation, storage, and inventory management. 
(i) Location And Layout Of The Store 
The decision regarding the location of stores is one of the 
crucial decisions, which links the very fate of the consumer 
cooperatives; as such a decision affects the present and future 
performance of the stores. The proper location of the stores plays 
a decisive role, in ultimately determining as well as ensuring their 
viability in a competitive marketing environment. As it is clear 
from the survey that regular customers are not much satisfied 
with the convenient location of the stores in the state i.e. only 36 
percent which is below the average where as 60 percent of 
potential customer are satisfied with their stores locations. On the 
other hand about 50 percent regular consumers are satisfied with 
the working hours of the consumer cooperative stores, while more 
than average i.e.62 percent potential consumers are satisfied with 
the working hours of other stores. This variation in satisfaction 
level of both types of the consumer's shows that there is a need 
for rational choice regarding locations of consumer cooperative 
stores essentially entails the consideration of the following issues: 
(a) Competition 
Theory of monopolistic competition suggests that the 
competing shops should be established in each other vicinity in 
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order to encroach upon each other's area of influence. Therefore, 
the setting up of the consumer cooperative stores near the 
competing retailer's establishment shall enhance their efficiency 
and effectiveness as, it provides an opportunity to the consumers 
to compare the assortment and prices at two different types of 
establishments. 
(b) Accessibility 
The store should conveniently be accessible to the 
consumers and sellers as, it has a great bearing on the 
transportation costs, which ultimately affects the prices. As per 
the survey it is found that most of the consumer cooperative 
stores are not accessible and it is proved that only about 36 
percent customers are satisfied with the locations of the stores in 
the state leaving 64 percent dissatisfied 
(c) Neighbourhood And Reputation Of The Site 
The stores should never be located in the ill-reputed 
localities as well as buildings as, it adversely affects the goodwill 
of the stores. But the survey reveals that most of the consumer 
cooperative stores are not situated in the reputed areas. 
(d) Prominence 
The stores should be located at a place, which are most 
frequently visited by the people, so that they may catch the 
attention of large number of the potential consumers. 
However, in practice, it may not be possible to combine 
these issues in the selection of a site for the store, either because 
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of the scarcity of buildings in ideal localities or because of the 
high rents of the available buildings. In the state, out of the total 
consumer cooperative stores at U.P. few have their own buildings 
while other stores have been housed in the rented buildings. All 
these consumer cooperative stores are not located in the busy 
commercial centres, whose approach for the consumers is 
depressant. 
(e) Spacious 
Another associated issue with the location is the size of 
stores, which has a great bearing on their operational efficiency. 
With the view to determine suitable size of the stores the 
management should take into consideration the present position 
and expected development in the future and the level of 
competition. But the fact is that the most of the consumer 
cooperative stores in the state are situated in old and cheap rental 
buildings with unreasonable space. 
During the survey of the consumer cooperative stores in the 
state these rational choices are taken into consideration to know 
their perception at the time of selection of location of the 
consumer cooperative stores in the sate, whose details are given 
table No. 7.1. 
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Table - 7.1 
Preferential Table Of The Place Strategy 
SI. 
No. 
1. 
2. 
3. 
4. 
5. 
RATIONALE CHOICES 
ECONOMIC 
NEIGHBOURHOOD 
ACCESSIBILITY 
PROMINENCE 
SPACIOUS 
PREFERENTIAL 
INDEX NUMBER 
50% 
44% 
38% 
36% 
30% 
Source: Compile by the Researcher on the Basis of the Survey. 
The above table No. 7.1 clearly reflects that the consumer 
cooperatives in the state have 50 percent preference towards the 
establishment of consumer cooperative stores at a place, which is 
economical. Where as neighbourhood is another preferential 
aspects which scored 44 percent. However other qualitative aspect 
are also taken in consideration at the time of selection of suitable 
location for the store i.e. accessibility 38 percent, prominence 36 
percent, specious 30 percent. The table shows that while selecting 
location for the consumer cooperative store in the state all these 
rational choices are taking into consideration with a small 
variation in their preference. 
Therefore it would be desirable to get up a suitable sized 
store in the beginning and then to develop it steadily and 
judiciously rather than embarking upon ambitions programmes 
by establishing larger sized stores and consequently suffer losses. 
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(ii) Store Front 
Another factor which is taken in to consideration is store 
front, the way in which the store front present it self to the 
outside world, and the manner in which it attract the attention of 
the consumers around it, are of much importance to the consumer 
cooperatives. As the store-front projects the image which to a 
great extent and the name of the consumer cooperatives to the 
consumers. During the visit of the various consumer cooperative 
stores in the state it is found that due to cheap and poorly 
maintained building the fronts are not suitably faced, instead 
most of them are faced towards the lanes and are not properly 
visible to potential consumers and only the regular consumer 
knew it. 
Therefore it is suggested that the compound, the parking 
place, and the cycle stand in front of the store should be kept 
clean and in good order. The front of the building should be 
nicely painted and the signboards of the suitable size should be 
put in front of the stores indicating the name, with a symbol 
signifying that a consumer cooperative store is located there. The 
compound and the front should be illuminated to attract the 
people. Display windows and show windows should be 
adequately illuminated and decorated during evening hours, and 
frequently changes should be made in the display windows. The 
glasses of the show windows and entrance doors should be clean, 
because all these efforts act as a stimulator in creating the desire 
to visit to the consumer cooperative stores and finally an 
attraction towards the goods. 
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Stores layout is one of the most neglected aspects of the 
working of consumer cooperatives in the State. With the 
exceptions of some departmental stores in U.P. the other 
department stores present a ghastly picture of their lay out 
outside as well inside the stores. Apart from affecting desirable 
changes in their present lay outs, it is also suggested that all the 
consumer cooperatives in the State should have a uniform pattern 
with respect to the styles of interior layout and colours and 
lettering schemes for shop fronts. Thus, when the consumer hears 
and see the word "consumer cooperative", they will definitely 
think to associate with the nice and functional stores having a 
good assortment and quality goods. 
(iii) Transportation 
The transport has been regarded as a thing of prime importance 
to promote the growth and distribution of wealth to develop distant 
markets. All goods whether commercial or consumer are not utilized at 
the place of their origin but require some kind of transportation, which 
creates place utility. The finished products are transported from the 
warehouses to the wholesale warehouses and from the wholesale to the 
retail dealers and from the dealers to the ultimate consumers. 
The consumer cooperatives make use of transport facilities, for 
bringing goods into its premises, for moving them to the consumer 
cooperative stores and for delivering them to member customers. A 
well-organized and, economical use of means of transport may 
contribute a great deal to the success of the consumer cooperatives. 
While carelessness may give rise to delays, inefficiencies and 
unnecessary costs, which may turn profits into losses. 
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The goods, which have to be moved from stores or stores to 
counters, are moved by hand, or at most by wheelbarrow. Nothing 
much can be done to improve this system except by training employees 
how to lift and carry with the least amount of physical strain. In 
consumer cooperatives the bulky products such as grains, milk and 
fertilizers are early forms of mechanized transport stage. 
The mode of transportation for consumer cooperatives in Uttar 
Pradesh, however, is the long-distance motor vehicles, usually the 
trucks, matadors and including tankers for milk. While all these 
transportation facilities are haired by the Uttar Pradesh consumer 
cooperative organizations for their distribution. 
Therefore it will be better that the Uttar Pradesh consumer 
cooperatives may purchase their own vehicles, that would be more 
economical and also add to the prestige of the organisation and the 
goodwill of their members if owned their own transportation fleets 
rather than to hire from others or depend upon. 
(iv) Storage 
The storage is an exercise of human foresight by means of which 
commodities are protected from deterioration and surplus supplies are 
carried over for future consumption especially during the seasons of 
scarcity. Storage gives dimension to the market for a commodity. It 
create and promotes the time utilities by the process of holding and 
preserving goods, from the time they are produced until they are 
needed for further consumption. 
While in the consumer cooperatives they have to make an 
estimate of what kind of commodities will be required to store, in what 
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quantities and for what period. One of the problems faced by consumer 
cooperatives in storing the agricultural produce, because of its seasonal 
nature. But since the cooperatives will probably sell the produce 
gradually in the course of the next six months, this may well mean that 
a large warehouse will have to be put up for full for three months, half 
empty for the next three and quite empty for the remaining six months. 
This is an extravagant way of using an expensive building. Therefore it 
may be possible to handle more seasonal crops. 
Beside the agricultural produce the Uttar Pradesh consumer 
cooperative stores also trading the bulky and heavy items like chemical 
fertilizers and minerals to supply to various places in the state for which 
they hire the storing facility from the department of cooperative, as it 
requires specialize and sufficient space to accumulate. Further it is also 
essential to check how the supplies are moving and, delivering at the 
place of requirement and also to check that the sufficient stock is in 
hand or more stock may be ordered. This requires orderly storage and 
ready access to goods in stores. Some commodities are subject to 
heating, infestation and other forms of deterioration in the course of 
storage. Therefore it is essential to inspect them at intervals, to shift 
them and treat them if required, beside ventilation and humidity may 
also have to be controlled. It is necessary, also to make sure that 
warehouses are made safe from fire, flood, insects, and burglary and 
from pilferages from within, as well as from common pests such as rats 
and termites. 
(v) Inventory Management 
Inventory refers to the stock of products a consumer cooperative 
has on hand and ready for sale to customers. Under the inventory 
185 
management consumer cooperatives undertake an inventory planning 
to develop adequate assortments of products for the target markets and 
also try to control the costs involved in obtaining and maintaining 
inventory. The Uttar Pradesh consumer cooperatives generally take 
three decisions while conducting inventory management, viz., (i) How 
can the track be kept, on a day-to-day basis of location, amount and the 
condition of the inventory? (ii) How can inventory information best be 
channeled to buyers for resale to help them schedule their activities? 
(iii) What inventory information can other departments in the consumer 
cooperative organizations use to help them perform their functions 
efficiently. 
Control over inventories is required to supply these inventories to 
the various sections i.e. in right quantity, of right quality, at right time 
and at right cost. Stock should never be allowed to run out completely 
before placing an order for a new supply. On the other hand there 
should not be much of excess stocks in hand which may deteriorate 
before it can be sold. A check has therefore to be exercised to ensure 
that no loss is caused by either shortage of materials or by excess stock 
of materials. To avoid these situations, a minimum limit has to be fixed 
below which the stocks should not be allowed to go before placing 
order for new supplies. The stock position therefore has to be 
ascertained from time to time by actual verification and stock checking. 
An effective method to prevent stocks from running out is to keep aside 
a reserve package at regular intervals to be used only when order is 
placed. When the regular supply is used up, resort to use the reserve 
supply. The storekeeper is automatically informed of the stock position 
as soon as reserved package is opened. The stocks to be kept in reserve 
package will largely depend on the past experience of the storekeeper. 
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For any inventory control system to be useful and necessary, to 
reconcile its conflicting objectives. On the one hand an inventory control 
system should ensure adequate stocks for continuity of operations and 
sales and on the other hand it should minimize inventories. Obviously 
the greatest insurance against running out of any items at a crucial 
moment is maintaining huge supplies of everything stored within the 
consumer cooperative stores. This practice will generally prove to be 
costly, as it requires expensive storage areas and large investments in 
inventories. The use of such system tends to increase losses attributable 
to deterioration, obsolescence or declining prices for the material in 
storage. Even record keeping and accounting for materials becomes 
more costly as inventories rise. Minimization of inventories is the 
obvious solution of course. This minimization should be consistent with 
the cost of maintaining adequate stocks. 
(2) Channel Of Distribution 
When the product is finally ready for the market, it has to be 
determined what methods and routes will be used to bring the product 
to the market, i.e., to ultimate consumers or industrial users. This 
process involves establishing channels of distribution. 
Every marketing channel contains one or more of the "transfer 
points" at each of which there is either an institution or a final buyer of 
the product. Furthermore, the transfer of title may be direct, as when 
the producer sells the product outright to a wholesaler or retailer, or it 
may be indirect, as when an agent or a middleman simply negotiates its 
transfer to the consumers. From the producer point of view, such a 
network of institutions used for reaching to a market, is known as 
marketing channel. A channel always includes both the producer and 
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the final consumer for the products, as well as agents and merchant 
middlemen involved in the transfer of titles. 
To bring maximum profits to all institutions concerned, a channel 
of distribution should be treated as a unit - a total system of action. The 
activities of the manufacturers need to be coordinated with those of the 
middlemen used in the distribution of a given product. However, a 
marketing charmel is often treated as a fragmented assortment of 
completing, independently operating organization. 
In the early days of the consumer cooperatives system, private 
manufacturers or wholesalers were the only source available, but it was 
soon realized that a number of small stores putting in separate orders to 
private merchants and manufacturers were not getting terms which 
enabled them to offer very substantial advantages to their members. At 
an early stage, therefore, they combined to set up their own wholesale 
buying organizations. 
The channels of distribution adopted by consumer 
cooperatives in Uttar Pradesh are as follows: 
(i) State Federation Of Consumer Cooperatives. 
(ii) Wholesale Central Consumer Cooperative Stores. 
(iii) Primaries Consumer Cooperative Stores. 
(i) Uttar Pradesh Cooperative Consumer's Federation 
The State consumer cooperative federation is coordinating the 
activities of its members, the wholesale stores and help them to secure 
growth and development of primary consumer cooperatives down 
below. The State government has also provided them financial help in 
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form of share capital. The federation accepts the pooled indents of their 
member-wholesale stores and procure goods covered there under, 
directly from manufacturers, so that the benefits of bulk buying are 
passed on through the stores at lower levels to the member consumers. 
The federation has been supplying commodities like pulses, 
spices, textiles, etc. Distribution of controlled goods has been one of the 
major activities of the federation that are coordinated by the National 
Federation of Consumer Cooperative. 
(ii) Wholesale Consumer Cooperative Stores 
The wholesalers are the second intermediary between the State 
Federation and the primary consumer cooperative stores. The 
Wholesalers purchases goods in large quantity from State Federation 
and resell them to Primary or retail consumer cooperative stores in 
small quantities. The wholesalers do not engage in the manufacturing of 
goods but only buy and sell goods. The wholesale consumer 
cooperatives assemble varieties of goods from State Federation and 
distribute them to retailer stores and also finance primary consumer 
cooperative stores by selling the goods on credit. The wholesaler also 
bear risks arising out of changes in prices and changes in demands. The 
wholesale consumer cooperatives render useful services both to the 
state federation and primary consumer cooperatives by playing an 
important role in selling of goods. 
Among the functions of the wholesale consumer cooperatives are 
to place large orders, use their collective bargaining powers to secure 
the best terms, to arrange in bulk transport at the cheapest rates and, by 
building warehouses at central points, to offer samples for inspection to 
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the buyers of local stores, to break bulk, and arrange deliveries to the 
stores' premises. 
Procuring the goods for the use of their members and not for 
profit" is an old cooperative watchword, and it is often assumed to 
mean (among other things) that a wholesale consumer cooperative 
stores shell provide only what their members express themselves 
through their local stores. This principle, however, raises many 
difficulties in practice. The members may live in a remote village and 
do not know about the things, which they would like to have if they 
could see, them self or they may live in a city and be influenced by the 
advertisements about the things which are either not in the cooperative 
stores or can only be available in the larger markets. 
The upshot of all this is that, as a consumer cooperative 
wholesale, becomes large and complex, and begins to handle goods, 
which are affected by taste and fashion, and cannot depend wholly on 
the automatic loyalty of its member stores. It should justify that loyalty 
by efficiency at least as great as that of their private competitors, and by 
offering goods of a quality and style, that too at such price that member 
stores would wish to buy them if they did not come from a cooperative 
source. 
(iii) Primary Consumer Cooperative Stores 
The primary consumer cooperative stores or the retail stores 
occupy the last place in the channel of distribution of consumer 
cooperatives in the state and in the direct touch with the consumers. 
They collect various types of goods from wholesale consumer 
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cooperatives and distribute them to their member customers and non-
member customers in small quantities at reasonable prices. 
Conclusion 
The above discussion reveals that place strategy plays a vital role 
in the field of marketing strategy of consumer cooperatives in the state. 
It helps in promotional activities of the consumer cooperatives in the 
state. As all the promotional efforts cannot be effective until and unless 
the customer's conveniently reached to the consumer cooperative stores 
which is generally not found in the case of Uttar Pradesh consumer 
cooperative stores. In the state the majority of the consumer cooperative 
stores, are situated at a place, which is not well known by the 
consumers. No doubt it is because, low cost of the location but today's 
consumers want each and every facility in the stores at their door step. 
Therefore consumer cooperatives have to keep in mind that the 
consumer is the king of the market and their motive is to protect the 
consumer's interest. 
Therefore to access the present position and practices of recent 
marketing strategies in consumer cooperatives in Uttar Pradesh the 
researcher has conducted a survey through questionnaires as well as by 
personal interview and visits to the various wholesale consumer 
cooperative stores and primary consumer cooperative stores in the state 
of Uttar Pradesh. Besides this another survey is also conducted to access 
the consumer's attitude and preferences towards the consumer 
cooperative stores. In this context the next chapter deals with survey of 
consumer cooperative stores in Uttar Pradesh for prospective marketing 
strategy: Analysis and Interpretation. 
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Chapter VIII 
Survey Of Consumer Cooperative Stores In Uttar Pradesh 
For Prospective Marketing Strategy: Analysis & Interpretation 
CHAPTER VIII 
SURVEY OF CONSUMER COOPERATIVE STORES IN 
UTTAR PRADESH FOR PROSPECTIVE MARKETING 
STRATEGY: ANALYSIS AND INTERPRETATION 
Introduction 
Construction of questionnaire, which is heart of a survey, needs 
utmost attention of the researcher. If it is not properly constructed, 
then the survey is bound to fail. For the collection of primary data, 
three sets of questionnaires were constructed for the study with the 
help of experts after extensive discussions with them and after 
reviewing the literature on the subject. The questionnaires were 
tested through pilot survey and necessary modifications were made. 
The first questionnaire was prepared for the officials, staff, and 
salesmen of the consumer cooperative stores in state of Uttar Pradesh 
to assess the overall marketing strategic aspects of the consumer 
cooperative stores from their point of view. The second questionnaire 
was meant for the consumers availing the consumer cooperative 
stores facilities and treated as regular consumers and consumers who 
have basic knowledge about consumer cooperative stores but are not 
buying presently and being treated as potential consumers. Both the 
sets of questionnaires, as mentioned above, were personally 
administered. 
SAMPLE SURVEY 
(a) Sample Unit 
While selecting sample, a decision has to b taken regarding a 
sample unit. Sample unit may be of various types such as 
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geographical one, like state wise, region wise and division wise, or a 
construction unit such as household, school or it may be a social unit 
such as family and caste or it may be an individual. The researcher as 
guided by nature and scope of the study, took divisions of state of 
Uttar Pradesh and consumers as sample units, and selected wholesale 
consumer cooperative stores, primary consumer cooperative stores 
from all seventeen divisions and consumers from ten divisions both 
regular and potential consumers belonging to the Uttar Pradesh. It 
may be mentioned that the seventeen districts namely Agra, 
Allahabad, Azamgarh, Bareilly, Basti, Chitrakoot Dham, Devipatan, 
Faizabad, Gorakhpur, Jhansi, Kanpur, Lucknow, Meerut, Mirzapur, 
Moradabad, Saharanpur, Varanasi represent the four regions viz., 
eastern Uttar Pradesh, Western Uttar Pradesh, Southern Uttar 
Pradesh and Northern Uttar Pradesh. In all, the researcher selected 
100 consumers from urban and rural areas. To get reliable and 
authentic information, personally contacted the regular consumers 
and potential consumers. It may be clarified that sample consumers 
conveying the same meaning for our purpose have been used 
interchangeable in the text. Similarly, 100 consumer cooperative 
stores were selected from these divisions and information was 
collected from them through questionnaires. Table No. 8.1 shows the 
details of the sample scheme adopted for the study. 
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Table - 8.1 
Sr. 
No 
1. 
2. 
3. 
4. 
5. 
6. 
7. 
8. 
9. 
10. 
11. 
12. 
13. 
14. 
15. 
16. 
17. 
Sample 
Division 
Agra 
Allahabad 
Azamgarh 
Bareilly 
Basti 
Chitrakoot Dham 
Devipatan 
Faizabad 
Gorakhpur 
Jhansi 
Kanpur 
Lucknow 
Meerut 
Mirzapur 
Moradabad 
Saharanpur 
Varanasi 
Total 
Unit of the Study 
u 
4 
6 
2 
4 
0 
0 
0 
3 
7 
0 
8 
9 
4 
0 
0 
3 
0 
50 
1—1 >H 
(4 0) 
0) c^  
o S 
U 
2 
7 
6 
3 
0 
0 
0 
8 
4 
0 
5 
8 
5 
0 
0 
2 
0 
50 
(A 
(U »H ^ 
1 is 1 s s. 
c; o o 
5 
3 
2 
4 
1 
2 
1 
3 
2 
2 
4 
5 
5 
2 
3 
2 
4 
50 
en 
fi ^ "^  
C CA 01 
C-i O O 
^ 5 
6 
2 
1 
5 
2 
1 
3 
2 
4 
3 
5 
6 
4 
2 
1 
1 
2 
50 
Source: Compiled by the Researcher for Questionnaire. 
(b) Sample Media 
The respondents were approached personally to get the first 
hand information. Mail and telephone systems were also 
applied wherever it was found necessary and convenient to 
supplement the information. 
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(c) Sample Design 
It was not possible in practice for an individual research work 
to approach all the consumer cooperatives in the state of Uttar 
Pradesh. Therefore selected only a few consumer cooperative stores 
i.e. 50 wholesale consumer cooperatives and 50 primary consumer 
cooperatives and similarly 50 regular consumers and 50 potential 
consumers were selected from the state of Uttar Pradesh for the 
purpose of study. The consumer cooperative stores and consumers so 
selected constitute the sample or the sample design. A sample design 
is a definite plan for obtaining a sample from a given population. 
Thus the plan to select division wise and then consumers in a definite 
way constitutes the sample design. Sample can be either probability 
sample or non-probability sample. So both the techniques were used 
while making sample. The consumers were selected on the basis of 
multistage random sampling with stratification at the final stage of 
purchasing of basic needed items as the stratifying variable. The 
consumer cooperative stores were taken on the basis of systematic 
sampling procedure from the list of the consumer cooperative stores 
available in the Uttar Pradesh Consumer Cooperative Federation, 
Lucknow. As to the consumer cooperative stores, the official, 
salesman, staff constitute sample, which were selected on random 
basis. However, awareness regarding marketing strategies has been a 
substantial criterion even while making random sampling. Selected 
units, found ignorant on various aspects of marketing strategies, 
were left out. The survey took nearly 10 months and was conducted 
during January to October 2005. 
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(d) Statistical Tools Used 
The role of statistical tools were important in analyzing the 
data and drawing inferences there from. In order to derive the 
substantial results from the information collected through 
questionnaires, statistical tools like Preferential Index, Percentage 
have been used. 
Preferential Index = £ wi ni * 100/NW 
wi is the weight attached to the ith category of satisfaction (i= 1 3). 
ni is the number of people laying in the category of ith satisfaction 
like nl is the number of people classifying the product in l^ t 
category. 
n2 is the number of people classifying the product in 2"^ category. 
n3 is the number of people classifying the product in 3^^^ category. 
N is the total number of respondent. 
W is the total weight of highest satisfaction. 
Percentage = x * 100/n 
X is the ith satisfaction in this category. 
n is the total responses. 
The information gathered from questionnaires from consumer 
cooperative stores and consumers were also further supplemented on 
the basis of discussions, which made with the persons concerned and 
scientific observations. This has made the data more authentic and 
reliable. 
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Hypothesis 
Consumer cooperatives have been playing a significant role in the 
distribution of consumer's goods to the people particularly of their 
vicinity. It is hypothesized that: 
1. The level of satisfaction of consumers of consumer 
cooperative stores indicates that customer base can easily be 
expanded. 
2. Consumer cooperative stores have a perception towards 
customers that their first priority is reasonable price rather 
other characteristics of the product. 
3. Consumer cooperative stores framed their price strategy 
according to the changing situation of the market in each 
area. 
4. The basic motive of promotional activities of consumer 
cooperative stores is to increase immediate sales. 
5. Consumer cooperatives intend to go for cheapest place in 
order of preference over other factors. 
Analysis And Interpretation 
The Survey conducted by the researcher further analysis and 
interpret in the form of tables, which help in proofing the hypotheses 
are as follows: 
(1) To evaluate the consumer's satisfaction level towards 
consumer cooperative stores in Uttar Pradesh a 
survey is conducted by the researcher, whose details 
are given below: 
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Table - 8.2 
Preferential Table of Consumer Satisfaction Level 
Towards Consumer Cooperative Stores in The State of 
Uttar Pradesh. 
S.N 
1. 
2. 
3. 
4. 
5. 
6. 
7. 
8. 
9. 
10. 
Items 
Selection of Product in 
consumer cooperative 
Quality of Product in 
consumer cooperative 
Lowest prices in consumer 
cooperative 
Reasonable Prices in 
consumer cooperative 
Store atmosphere 
Display product in store 
Availability of product in 
store 
Convenient location of store 
Convenient hour of store 
Overall satisfaction level 
towards store 
Regular 
Consumers 
58% 
46% 
72% 
80% 
26% 
32% 
60% 
36% 
50% 
78% 
Perception 
Consumers 
66% 
78% 
70% 
72% 
82% 
76% 
52% 
60% 
62% 
70% 
Source: Compiled by the Researcher for Questionnaires. 
This survey has been conducted to take stock of the 
opinion of the consumers towards the consumer cooperative 
stores in Uttar Pradesh For that 100 consumers have been 
covered under this survey, out of them 50 consumers were 
the regular consumers buying from consumer cooperatives, 
while remaining 50 consumers were those who have basic 
knowledge about consumer cooperatives but are not buying 
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presently and are being treated as potential consumers in the 
analysis. 
It may be revealing that the perception of the regular 
consumers codes the quality of the product sold in consumer 
cooperatives tends towards below average only i.e. 46 percent 
on the contrary the potential consumers have much better 
perception about the quality of product being sold by 
consumer cooperatives i.e. 78 percent. This clearly indicates 
that the satisfaction level of the regular consumers with 
regard to potential consumers is low. If the potential 
consumers are weaved in and made to buy from consumer 
cooperatives, they might be dilution. Therefore it is important 
that consumer cooperative must try to improve the quality of 
their products. The increasing competition in retail business 
may put further pressure for the improvement of the quality 
of products. 
Pricing is another vital issue and the data revealing, the 
regular consumers indicate higher level of satisfaction in 
terms of competitive prices of the product sold by consumer 
cooperatives i.e. 80 percent on the other hand the potential 
consumers have a little or lesser awareness regarding this 
element i.e. 72 percent. Therefore it is important that 
consumer cooperatives must include and highlight the 
pricing advantage into their promotional strategies. This will 
make the people aware about the competitive advantage in 
terms of price while buying through consumer cooperatives. 
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The regular consumer of the consumer cooperatives are 
not satisfied with the promotional efforts of consumer 
cooperatives in Uttar Pradesh and feels that enough scope is 
there for improvement. Often the consumer cooperatives 
atmosphere are not appealing i.e. 26 percent, the goods are 
not arranged in attractive manner i.e. 32 percent while many 
good on display are not available in stock whose response is 
above average i.e. 60 percent. The potential consumers 
presently buying from other stores express greater 
satisfaction level on this account i.e. 82 percent. Therefore 
the consumer cooperatives in Uttar Pradesh, if want to 
expand the consumer base, will have to streamline their 
promotional efforts as well. The potential consumers if come 
to consumer cooperatives may be dishearten and may not 
continue with the consumer cooperatives if the promotional 
efforts are not improved. 
The satisfaction level of the regular consumers 
regarding the location of consumer cooperatives is also very 
low i.e. 36 percent while potential consumers have greater 
excess to their respective buying stores i.e. 60 percent. Only 
50 percent of regular consumers are satisfied with the 
working hours of the consumer cooperatives on the other 
hand the potential customers are 62 percent satisfied with 
their store's working hour. 
But it is satisfactory that overall regular consumers are much 
more satisfied with consumer cooperatives i.e. 78 percent inspite of the 
potential consumer's satisfaction level for their stores is 70 percent. 
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(2) Another survey is conducted by the researcher of the 100 
consumer cooperative stores in Uttar Pradesh to evaluate the 
recent marketing strategy adopted by the consumer 
cooperatives. The detail of the product strategy adopted by 
the consumer cooperatives is given in table No. 8.3. 
Table - 8.3 
Preferential Table Of Product 
S.NO. 
1. 
2. 
3. 
4. 
5. 
6. 
Items 
Price 
Quality 
Quantity 
Credit Dealing 
Branding 
Design 
Preferential 
Index 
Value 
71% 
68% 
36% 
21% 
5% 
0% 
Source: Compiled by the Researcher. 
As per the table 8.3 drawn by researcher on the basis of the 
survey conducted of Uttar Pradesh consumer cooperatives, it depicts 
that according to consumer cooperatives, the items which are 
appreciated by the regular consumer in the products of consumer 
cooperatives is price of the product i.e. about 71 percent, and consumers 
are also satisfied with the quality of the product which scored near 68 
percent. While the quantity of product i.e. 36 percent and another 
preferential items for which the consumers buy product from the 
consumer cooperatives are credit dealing, which is about i.e. 21 percent. 
According to survey consumer's preference in branding is only 5 
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percent on the other hand the designing of the product is 0 percent, as 
they are not engaged in production activity. 
(3) During the survey of the consumer cooperative stores in 
Uttar Pradesh regarding the adoption of price strategy by 
different consumer cooperative stores whose result are given in 
table 8.4. 
Table - 8.4 
Preferential Table Of Price Strategy 
S.NO. 
1. 
2. 
3. 
PRICE STRATEGY 
ACTIVE PRICE STRATEGY 
COST PRICE STRATEGY 
MARKET PRICE STRATEGY 
PERCENTAGE 
42% 
33% 
25% 
Source: Compiled by the Researcher. 
As per the table 8.4 large number consumer cooperative 
stores in the state of Uttar Pradesh adopted the active price 
strategy i.e. 42 percent. Where as cost price is concern, it is 
adopted by 33 percent of consumer cooperative stores and 25 
percent consumer cooperative stores adopted marketing strategy. 
(4) As per the survey conducted by the researcher about 
the recent marketing strategies in Uttar Pradesh consumer 
cooperatives, the detail of promotional strategy adopted by 
the Uttar Pradesh consumer cooperative are as follows: 
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Table - 8.5 
Preferential Table Of Promotion Strategy 
SI. 
NO 
1. 
2. 
3. 
4. 
5. 
6. 
ITEMS 
Change Consumer's Attitude 
Create Consumer's Awareness 
Reach Inaccessible Consumer 
Encourage Immediate Sale 
Educate Consumer 
Reduce Selling Expenses 
PREFERENTIAL 
INDEX VALUES 
44% 
43% 
37% 
35% 
31% 
10% 
Source: Compiled by the Researcher. 
As per the table 8,5 drawn by researcher on the basis of the 
survey conducted of Uttar Pradesh consumer cooperatives, it 
depicts that according to consumer cooperative their main motive 
of the promotional activity i.e. advertisement, is to change 
consumer perception about the consumer cooperatives. Therefore 
change in consumer's attitude gets the highest preferential index 
value i.e. 44 percent while creating consumer's awareness is just 
parallel i.e. 43 percent. Where as to reach inaccessible consumers 
is 37 percent and to encourage immediate sale scores 35 percent, 
while to educate customer get 31 percent but to reduce selling 
expenses get only 10 percent. 
(5) During the survey of the consumer cooperative stores in 
the state, these rational choices are taken into consideration 
to know their perception at the time of selection of location 
of the consumer cooperative stores in the sate, whose detail 
are given in table 8.6. 
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Table - 8.6 
Preferential Table Of The Place Strategy 
SI. 
NO 
1. 
2. 
3. 
4. 
5. 
RATIONALE CHOICES 
ECONOMIC 
NEIGHBORHOOD 
ACCESSIBILITY 
PROMINENCE 
SPACIOUS 
PREFERENTIAL 
INDEX NUMBER 
50% 
44% 
38% 
36% 
30% 
Source: Compiled by the Researcher on the basis of the 
Survey. 
The above table 8.6 clearly reflects that consumer 
cooperatives in the state have 50 percent preference towards the 
establishment of consumer cooperatives store at a place, which is 
economical. Where as neighbourhood is another preferential 
aspect which scored 44 percent. However other qualitative aspects 
are also taken in consideration at the time of selection of suitable 
locations for the stores i.e. accessibility 38 percent, prominence 36 
percent, specious 30 percent. The data shows that while selecting 
location for the consumer cooperative stores in the state all these 
rational choices are taken into consideration with a small 
variation in their preference. 
Findings Of The Study And Result Of Hypotheses Test 
The focus of this study is on the marketing strategies of 
consumer cooperatives in Uttar Pradesh as reflected in the 
functional policies, pursued in the areas of product, price, 
promotion and place. 
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The study revealed that if consumer cooperative stores in 
the state of Uttar Pradesh want to expand the consumer base and 
satisfaction level for the regular consumers and potential 
consumers, they have to streamline their marketing strategies and 
implement them properly. 
Whereas the product strategy of Uttar Pradesh consumer 
cooperatives is mainly guided by the needs and requirements of 
their consumers. No doubt that due to the financial crises these 
consumer cooperatives are unable in producing the products, to 
fulfil the requirement of their consumers. Therefore consumer 
cooperatives are involved in trading, which includes direct 
dealing with the producers by eliminating the middlemen so that 
the consumer may get utmost benefit in their products. In other 
words their main motive is to provide their consumers needed 
products as and when demanded by them. Beside this consumer 
cooperatives are also trading with non-cooperatives organisations 
to overcome their financial crises. 
The consumer cooperative stores in Uttar Pradesh by and 
large have adopted active price strategy as per the survey. While 
other price strategies i.e. cost price strategy and market price 
strategy are also considered by number of consumer cooperative 
stores in the state. But the weightage is given to the active price 
strategy in majority. By keeping in view that the main motive of 
the consumer cooperatives is to provide maximum benefit to their 
consumers, which can be achieved economically by offering 
reasonable prices. The stories excepting the price of a few 
commodities which consumer cooperatives are not able in holding 
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the price line due to heavy local purchases and injudicious price 
strategy? It is therefore necessary that consumer cooperatives 
should device a well spell-out price strategy for; this alone can 
help their survival in the state. 
On the basis of the findings of the present study, it may be 
concluded that promotional strategy as well as place strategy 
adopted by the consumer cooperatives in Uttar Pradesh are ill 
conceived and have not yield the desirable results. This is because 
no specific planes for catering the consumer's requirements have 
been executed so far by these consumer cooperative stores in the 
state. There is an acute need for the strong promotional strategy 
and place strategy. Simply providing reasonable quality products 
at fair price is not enough for the success of consumer 
cooperatives. 
Conclusion 
It is concluded on the basis of survey's result and 
interpretation that consumer cooperatives does not have any 
proper marketing strategy which is necessary for their survival in 
the state. Whereas adoption of marketing strategies are concerned, 
little emphasis is given on the product strategy and price 
strategies while, much more emphases is needed in the field of 
promotion strategy and place strategy for strengthen the base of 
consumer cooperatives so that their main objective to protect the 
consumer's interest can be achieved. 
Therefore on the basis of study conducted and findings 
drawn by the researcher, some fruitful suggestion have been 
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offered to follow by the concerned organisation to achieve their 
objectives and survival in the present open and competitive, free 
market era. In this context the next chapter deals with the 
summary and suggestions. 
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Chapter IX 
Summary & Suggestions 
CHAPTER IX 
SUMMARY AND SUGGESTIONS 
An in-depth study about the consumer cooperatives in Uttar 
Pradesh has been made in relation to different marketing strategies 
adopted by the consumer cooperative stores in the state. A brief 
resume of the main findings of the study and a few suggestions based 
on the findings are presented in the chapter. 
The Cooperative system in India has now completed more than 
100 years, which was, introduce by the British government in the year 
1904. The Government of India also adopted this system along with 
public and private sector after independence in 1947, which is based 
on democratic principles. 
As far as consumer cooperatives are concerned, it is found that 
consumer enterprises were functioning in the country in some form 
or the other even prior to 1904 but the first set of Consumer 
Cooperatives was registered in 1905 along with some of the credit 
cooperatives after the first cooperative act 1904 was enacted. 
Therefore the origin of cooperative system took place nearly 43 years 
prior to achievement of the independence and seen the two world 
wars, during 1914-1918 and 1939-1945. 
After independence, during the first decade of 
planning, the sphere of activity remained largely confined to 
agricultural activities though in the first five year plan, it 
was mentioned that in the urban areas special importance be 
attached to consumer cooperative stores as a field which 
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marked itself out as being specially appropriate for the 
cooperative method of organisation. 
It appears that the Planning Commission did not attach 
greater significance to the cooperatives in distribution of 
commodities and assumed that the link between the 
producers and ultimate buyers will be provided more or less 
automatically as marketing firms spring up in response to 
price incentives. Rarely, it was recognised that the 
development of industrial and agricultural sectors in turn is 
dependent on the development of distributive sector to 
bridge the gap between producers and ultimate consumers. 
"Effective planning for economic development", as rightly 
observed by Holton and Collins, "Must recognise that 
expansion of agriculture and agricultural based industries 
may call for correlative changes in the organisation and 
practices not just in the physical facilities, in the distribution 
sector. But one can go beyond this and argue that the 
distributive sector can infact, be a leading sector in economic 
development."! Justification for the absence of a programme 
during the first decade of planning, to rationalise the 
channels of commodity distribution perhaps is that the 
distributive sector plays only a passive role in economic 
development, whereas it can under certain circumstances, as 
pointed out by Hirschman and Banner, "play a very active 
role by changing demand and cost functions in agriculture 
and manufacturing in such a way as to encourage their 
expansion."2 Thus, the building of distributive capacity 
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stimulates the productive sector to supply the desired 
product mix and consumer cooperative appear immediately 
as a possible effective instrument with its inherent strength 
to affect the desired changes. However, two diametrically 
opposed views are expressed regarding the feasibility and 
practical utility of consumer cooperatives under the Indian 
conditions. 
The first opinion considers consumer cooperatives of 
very little practical necessity and value and contends that in 
India, the activities of wholesalers and retailers are so 
widespread that there would be hardly any area about which, 
it can be argued that there exists vacuum in the distributive 
system. It also contends that the Indian businessman 
specially, the retailers operate at such low margins of profit 
that the argument of exploitation of consumers is left without 
any veracity. It is also suggest that amidst various Acts like 
industries Development and Regulation Act, 1951, Drugs 
Control Act, Prevention of Food Adulteration Act, 1954, 
Essential Commodities (Supplies) Act, the Trade and 
Merchandise Marks Act, 1958, etc. exploitation of consumers 
by retailers through nefarious and questionable techniques 
was extremely difficult. Further argue that the establishment 
of Consumer Guidance Society 1966, Consumer Council of 
India, 1967, has made the job of a businessman to exploit 
consumer ignorance sufficiently difficult.^ 
This opinion is challenged on the ground that the denial 
of the existence of the conditions of vacuum in the 
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distributive sector and consumer exploitations in the Indian 
economy would amount to ignoring the hard facts. The M-M 
(monopoly-monophony) trading system prevalent in the rural 
areas needs to be defeated through planned endeavours and 
one of the agencies that can successfully wage war against it 
and fill the vacuum thereof is the consumer cooperatives. The 
vacuum also exists in many new urban and sub-urban areas, 
which do not have adequate and efficient system of 
commodity distribution. In the urban areas also, near 
monopoly position of the wholesalers requires powerful 
counter checks to accord protection to the consumers. 
The argument that the consumer cooperatives are 
generally not able to compete with the private retailers who 
operates at a very low margin cannot be accepted without 
reservations. The observations made by the researcher that 
the retail prices are sufficiently inflexible (in the short 
period) particularly in their downward movement and are 
highly sensitive in their upward trend, wrecks this argument. 
For instance, the prices of sweets increased to Rs.80 to 100 
per kg when the open market sugar price rose to Rs.l8 and 
now when the sugar price has declined to about Rs.l7, the 
prices of sweets recorded only a marginal decline in some 
cases, but remained sticky in most of the cases. Also, the 
substantial price variations from shop to shop buyer to buyer 
and even locality to locality reveals the myth of the 
widespread low margin operations of the retailers. The fact 
of retail margin variations from commodity to commodity 
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and even from season to season (particularly) in case of 
goods having seasonal variations in their demand and supply 
makes one cautious to accept the veracity of the argument. 
The wholesalers and the retailers in the company of 
each other take the full advantage of scarcity conditions by 
charging exorbitant prices from the consumers. A psychosis 
of scarcity is created by resorting to hoarding, which is 
followed by anti-social activities like profiteering and black 
marketing. Short weighments and measurements was a rule 
rather than an exception and worst than that was 
exploitation, which takes the form of sale of adulterated, 
misbranded and spurious goods. Potentially harmful 
substances are added to the number of different foods and 
thus the consumers receive such a total aggregate of tonic 
and carcinogenic substances in their diets as to constitute a 
serious health hazard. Adulteration of food was being 
undertaken at an exorbitant scale and is said to range from 
16 to 66 per cent given an all - India average of 33 per cent.^ 
The various Acts (mentioned earlier) have also failed to 
protect the consumer interests either because these laws are 
not strongly enforced or the number of officials appointed to 
enforce them was limited because of the vast area, 
population and magnitude of the problem. Even the non-
official agencies (mentioned earlier) set up on the one hand 
to help and guide the consumers on the other hand to lay 
down ethics of retailing have not succeeded in according 
protection to the consumers. The techniques of marketing 
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consumer goods, (for instance the gift scheme) adopted by 
the manufacturers are also dubious and have distorted the 
normal consumption behaviour of the consumers. Besides, in 
the country newer classes are enjoying a degree of prosperity 
unknown before and in the excitement of buying more and 
more, they give no thought to the quality and price of what 
they buy. This attitude of "new rich" class needs to be 
rationalised as it creates insurmountable difficulties to the 
other sections of the society. Lastly India had become a 
sheltered market and there was neither an incentive to the 
producers nor an effective check on them to maintain the 
quality and standards of the commodities. 
The Indian economy witnessed unprecedented inflation 
during the years 1973-74 for several months; prices were gone up 
at about 2 per cent per month. This galloping inflation was 
accompanied by shortages of several essential commodities. Long 
queues for several items of mass consumption like soap, vanaspati 
and baby food were a common sight all over the country. In this 
process, the consumers sovereignty was not only eroded, but they 
also became harassed persons, constantly at the mercy of 
unscrupulous traders, hoarders, black-marketers and other anti-
social elements. 
It was in this context that the Government initiated 
measures administrative, monetary, fiscal and legislative to 
provide relief to the consumers and to counter inflationary 
pressures. Drastic monetary and fiscal measures and drive against 
smugglers, hoarders and black money were initiated. 
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In order to tackle these problems effectively, a separate 
Department of Civil Supplies and Co-operation was set up in 
October 1974, to look after the general interest of the consumers. 
The combination of the subjects of "Civil Supplies" and "Co-
operation" in a single department signified the Government's 
emphasis on integrating the activities of farmers' co-operatives for 
processing and marketing of agricultural produce with those of 
consumer co-operatives and the public distribution system. 
The strategy envisaged a multi-dimensional approach, 
which streamlined the marketing strategies also: 
1. Identification of essential commodities for different 
areas, effective monitoring of production and of retail 
prices of consumer goods. 
2. Selection of vulnerable areas for introducing the 
schemes of public distribution. 
3. Earmarking of manufactured goods in the organised 
sectors for distribution through co-operatives. 
4. Forging closer links between co-operative marketing 
and the public distribution. 
5. Induction of representatives of consumers, including 
housewives, in keeping a watch on the public 
distribution system, traders and quality of essential 
commodities and items of mass consumption. 
6. Making adequate administrative arrangements to 
ensure smooth functioning of the system and a more 
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effective enforcement of various legislative measures 
designed to protect the interest of the consumer. 
Co-operatives have been given an important place in the 
new scheme of public distribution. The objective was to build up 
co-operatives as an important element in our consumer-oriented 
public distribution system, both in the urban and rural areas. 
Activities of consumer co-operatives have been substantially 
stepped up after the declaration of the emergency in the year 
1962. 
High priority is being given to the development of 
consumer's co-operatives in cities and towns with a population of 
over 3.5 lakhs and in industrial areas covered by the consumer 
price index, as also in plantation, mining and industrial belts and 
students' hostels in rural areas. The co-operative marketing and 
service co-operatives annually distributed, through 50,000 retail 
outlets, consumer goods valued at Rs.300 crores. The distribution 
of consumer articles through co-operatives in the rural areas is 
being further strengthened. The operational activities of co-
operatives are being extended to deal in not only controlled 
commodities but also other items of mass consumption. 
The new economic programme paved special attention to 
the needs of the student community. Essential commodities were 
supplied to student hostels in universities and degree colleges on 
preferential terms. Arrangements have been made for the supply 
of essential consumer goods by consumer co-operatives to about 
4,000 student hostels in 16 States and four Union Territories, 
benefiting nearly three lakh students. 
Consumer co-operatives have been recognised as an 
important agency in the public distribution system. Accordingly, 
it has been an accepted policy that, to the extent possible, new fair 
price shops should be allotted to the co-operatives and the co-
operative fair price shops should be permitted to stock and sell a 
number of essential commodities. The State Governments have 
already been advised that the State Civil Supplies Corporations, 
where they have been set up, should not directly deal with the 
distribution of manufactured articles and should utilise the 
agencies of consumer co-operatives in urban areas and marketing 
and service co-operatives in rural areas as the principal 
distributing agency for such commodities. Steps have also been 
initiated to ensure that the distribution of consumer articles 
manufactured by public sector units were progressively co-
operatives. 
The industrial policy resolution of February 1977 states "Co-
operatives and small and medium entrepreneurs will be 
encouraged to participate in the production of mass consumption 
goods". In pursuance of this policy it has been proposed that the 
consumer co-operatives should enter in the field of production of 
mass-consumption goods, besides entering into marketing 
arrangements, either in collaboration with suitable existing 
manufacturing units or by setting up their own production units, 
where necessary and feasible. In September 1975, the Department 
of Civil Supplies & Co-operation in the Ministry of Industry and 
Civil Supplies held a meeting with the representatives of 
consumer co-operatives with a view to drawing up a definite line 
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of action for the purpose. The meeting, inter-alia, suggested that 
the consumer's co-operatives should consider setting up 
production units for the manufacture of hosiery, soap, polythene 
bags, tooth paste, tooth brushes, electric bulbs/lamps, bakery 
products, blending of tea, crockery, paper, stationery etc. It was 
also suggested in this meeting that manufacture of consumer's 
goods should preferably be taken up by interested consumer co-
operatives in collaboration with the public/private sector 
undertakings having un-utilised capacity. A single co-operative 
store or a group of co-operative stores, or the National Co-
operative Consumers Federation, in collaboration with the willing 
State Consumer Co-operative Federations, take up production of 
selected items of consumer's goods. The services of the National 
Co-operative Development Corporation and the National 
Industrial Development Corporation might be utilised for 
preparation of projects. Where an individual consumer 
cooperative undertakes manufacture of a particular item, the 
programme should be drawn up in consultation and coordination 
with other sister institutions of the areas so that un-healthy 
competition within the cooperative sector can be avoided and 
marketing of the products can be arranged smoothly. If the 
cooperative concerned get their projects approved, but are unable 
to finance the same out of their own funds, the Government might 
consider providing financial assistance. 
The network of consumer cooperatives, with coverage of 
about 20% of the urban population, and its increasing volume of 
trade and diversified range of business, should be able to strike 
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firm roots in the economy. The all round improvement in 
performance attained during the years is pointer towards this 
trend. Efforts will have to be made to strengthen the consumer 
cooperative stores in all States, special efforts being made, where 
the progress is tardy, by an effective programme of revitalisation 
and rehabilitation, so that the gaps in the structure, wherever they 
exist, are filled up. 
Before the emergency consumers had to depend 
primarily on a trio of non-consumer agencies to protect the 
consumers interests the government, the advertisers and the 
producers themselves. No wonder that the helpless 
consumers were left with no other options but to criticise the 
price increase and deteriorating quality of goods, in an 
ineffective, powerless, milder tone and that too 
confidentially rather than openly. 
The second opinion, while accepts the utility and 
necessity of consumer cooperatives, was a sceptical about its 
success on the belief that consumers are notoriously difficult 
to organise and in India it was probably well nigh 
impossible. Scepticism regarding the success of consumer 
cooperatives was due to its failure in the past. They hold that 
in India, it has been more a child of necessity rather than a 
permanent feature, when profiteering and black marketing 
were rampant and the State introduced price controls and 
rationing. The consumer cooperatives played a significant 
part but when controls were lifted and the scarcity of 
essential commodities largely disappeared and conditions of 
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free trade were restored, these societies showed an 
exceptionally high causality rate. There is no denying the fact 
that such an unfortunate phenomenon has occurred, but it is 
also true that before the Third Five Year Plan, no planned 
and co-ordinated endeavour had been made to nurse and 
strengthen the consumer cooperatives. Apart from the 
modest programme stipulated in the Third Five Year Plan for 
the development of consumer cooperatives, it was only with 
the launching of the centrally sponsored consumers 
cooperative scheme in 1962 that an effective step towards the 
organisation of consumer cooperatives was taken. 
Consequent upon the progress of the consumer cooperatives 
and the recognition of their paramount significance for the 
elimination of "irrationalities of spending" which is basic for 
the achievement of self-sustained economic growth. The 
Fourth Five Year Plan had very correctly stressed that 
growth with stability being the key note of the plan, the 
agricultural cooperatives on one hand and consumer 
cooperatives on the other occupies a central position in the 
strategy of cooperative development. In the Fifth Five-Year 
Plan, the objective was to consolidate and strengthen the 
network of agricultural cooperatives in aid of sustained 
agricultural development, making consumer cooperatives 
more viable. 
The Sixth Five Year Plan states that for the successful 
operation of the public distribution system, it would be necessary 
to revamp and strengthen the existing arrangements. In the States 
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where a strong co-operative system exists, the apex body of 
consumer co-operatives and marketing societies may take up the 
responsibility of procurement, storage's and distribution of 
essential commodities. 
The consumer cooperatives system is organised in four tiers 
the primary consumer cooperatives are on one side engaged in 
retailing to consumer and on the other side is the National 
Cooperative Consumer Federation (NCCF) doing wholesaling. In 
between these are the State Consumers Federations and Wholesale 
Central Consumer Cooperatives at the city level; the later engaged 
both in retailing and wholesaling activities. In 1976 when the rural 
distribution scheme was introduced a fifth tier was introduced in 
the name of lead organisation between the central, wholesale 
organisation and primary retail organisation to procure and 
supply the goods to the primary co-operatives at the village level. 
All these units had to operate efficiently with a view to 
serve the ultimate consumers. But things were happened in a 
different way. Each unit worked as if it exists for itself ignoring 
the fact that while giving support to the other units in the 
movement. But most of the time the items required by the 
wholesale and primary stores were not procured and supplied at 
competitive price by the national and state federations on time. 
Either the primary units do not deal in the items the federal units 
procure and supply or they buy themselves directly in the open 
market at a lower price. Often the units in all tiers procured either 
the same items or none procured to supply to the retail units and 
the consumers. What is needed today is to reduce the number of 
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tiers and develop a sound business relationship between various 
tiers in the system with a view to serve the ultimate consumers. 
The Seventh Five-Year Plan in 1985-86 emphasised on 
strengthening the consumer equipments to an effective role in 
public distribution system. The Eighth Five-Year Plan 1990-91 
assured appropriate linking of consumer cooperatives with the 
public distribution system. 
The focus of this study is on the marketing strategies of 
consumer cooperatives in Uttar Pradesh, as reflected in the 
functional policies pursued in the areas of product, price, 
promotion and place. The study revealed that the product 
strategy of Uttar Pradesh consumer cooperatives is mainly guided 
by the needs and requirements of their consumers. No doubt that 
due to the financial crises these consumer cooperatives are unable 
in producing the products, to fulfil the requirement of their 
consumers. Therefore consumer cooperatives are involved in 
trading, which includes direct dealing with the producers 
companies by eliminating the middlemen so that the consumer 
may get utmost benefit in their products. In other words their 
main motive is to provide their consumer's needed products as 
and when demanded by them. Beside this, consumer cooperatives 
are also trading with non-cooperatives organisation for 
overcoming of their financial crises. 
The consumer cooperative stores in Uttar Pradesh by and 
large have adopted active price strategy as per the survey. While 
other price strategies i.e. cost price strategy and market price 
strategy are also considered by number of consumer cooperative 
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stores in the state but the weightage is given to the active price 
strategy in majority. By keeping in view that the main motive of 
the consumer cooperatives is to provide maximum benefit to their 
customers, which can be achieved economically by offering 
reasonable prices. The stories excepting the price of a few 
commodities which consumer cooperatives are not able in holding 
the price line due to heavy local purchases and injudicious price 
strategy? It is therefore necessary that consumer cooperatives 
should device a well spell-out price strategy for; this alone can 
help their survival in the state. 
On the basis of the findings of the present study, it may be 
concluded that promotional strategy as well as place strategy 
adopted by the consumer cooperative in Uttar Pradesh are ill 
conceived and have not yield the desirable results. This is because 
no specific planes for catering the customer requirements have 
been executed so far by these consumer cooperative stores in the 
state. There is an acute need for the strong promotional strategy 
and place strategy. Simply providing reasonable quality products 
at fair price is not enough for the success of consumer 
cooperatives. Where as consumers are concerned both regular 
consumers and potential consumers, if consumer cooperative in 
Uttar Pradesh want to expand the consumer base and satisfaction 
level even for the regular consumers they have to streamline their 
marketing strategies and implement them properly. 
Together, information on the recent marketing strategies of 
consumer cooperatives in the state of Uttar Pradesh, the 
techniques of administration of questioners and conducting 
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interviews have been adopted. Majority of the customers pointed 
out that they are satisfied with the product and prices of the 
goods, where as promotional efforts and the place are concerned 
the satisfaction is at a low level. On the other hand consumer 
cooperative stores are also working for the promotional activities 
and the place problems but due to the paucity of finance and lack 
of professionalism they could not succeed uptill now as revealed 
by the survey. The present study offers an opportunity to match 
the hypothesis, which is as follows: 
It is satisfactory that overall regular consumers are much 
more satisfied with consumer cooperatives in Uttar Pradesh i.e. 78 
percent inspite of the potential consumer's satisfaction level for 
their stores is 70 percent but for the expansion of consumer base 
proper marketing strategy should be implemented with emphasis 
on promotion and place strategy. This proves the first hypotheses. 
It can be observed from the results, that in principle the 
hypothesis that the consumers have a priority towards 
competitive price is hence proved. The price preference gets the 
highest preferential score of 71 percent. However the later part of 
the same hypothesis saying "neglecting other characteristic of the 
product" appears to be void as consumers in addition to lower 
price have almost assigned similar weightage of 68 percentage to 
the quality of product. Thus the consumer cooperative 
management need to give due attention to the quality issue along 
with formulating its product strategy. This proved the second 
hypothesis. 
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The survey reveals that active price strategy among the 
consumer cooperative is getting ground. More and more 
consumer cooperatives feel that in order to keep uprest with the 
market changes they are necessarily bound to switch over to 
active price strategy. They confess that through this price strategy 
they intend to enhance the profitability of their organisation. This 
proves the third hypothesis. 
The motive to increase the immediate sales through 
advertising is a long drawn conclusion. As concluded during 
survey the motive of increase in immediate sales comes as low as 
35 percent. The management of consumer cooperatives has 
adopted the customer-oriented approach. In the first instance they 
want to stimulate the demand through the stimulation, change of 
attitude and perception towards the consumer cooperative stores 
and their products and than to create the awareness. So the fourth 
hypothesis does not prove. 
The survey's result clearly reflects that the consumer 
cooperative stores have 50 percent preference towards the 
possibility of establishing the stores at a place, which is 
economical. However while taking the qualitative stock of the 
analysis, it was revealed by many of the respondents that their 
preference are now more towards other factors like 
neighbourhood, accessibility and others they say that they are on 
the look for change. This proves the fifth hypotheses. 
A review of the work done in the field of consumer 
cooperatives shows that, no work has been done in the area of 
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marketing strategies in Uttar Pradesh. Thus, in this context the 
present study assumes a special significance. 
The observations made in the above paragraphs reveal that 
consumer cooperatives are very powerful countervailing force to 
combat the evils of free-market economies. It has been observed that 
apart from blunting the power of monopoly to exploit the consumers 
well-organised consumer cooperatives with effective marketing 
strategies can accord the built-in-capacity to the economy to absorb the 
economic shocks and thereby, help in minimising the economic 
oscillations inherent in free-market economies. 
In Uttar Pradesh the role of consumer cooperatives to 
hold the price line and also to check the spurious activities of 
the private traders, is being increasingly realised but due to 
lack of effective marketing strategies, their contribution for 
the establishment of "ethics of retailing" in a highly 
imperfect distribution trade is widely accepted. In fact, the 
value of consumer cooperatives lay in their capacity to 
change negative habits and attitudes of minds to develop 
human potentialities to the full. Consumer cooperatives are 
the greatest stabilising influence in the society and the means 
of rapidly advancing economic well-being. 
Problem Areas 
Inspite of playing a vital role in distributive trades over a century 
in Uttar Pradesh, the consumer cooperatives have failed to build up 
their financial base because of low margins and increasing 
establishment expenses in comparison to the private traders. In these 
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circumstances, the consumer cooperatives always have to look 
forward either towards Central or State Governments for financial 
help or borrowings at high rate of interest for carrying out their 
activities. Beside this the following factors have also affected the 
growth of the consumer cooperatives: 
Setting up of consumer cooperatives without examining 
their suitability and viability. 
Failure on the part of consumer cooperatives to frame their 
policies to start business operations, according to the needs 
of their members and consumers. 
No policy and specific role have been defined by the Central 
or State Governments for the utilization of the infrastructure 
of the consumer cooperatives in the state. 
Absence of cooperation among the consumer cooperatives 
competition among four tier structure of the consumer 
cooperative sector by opening their stores near to each other 
without examining their viability. 
Lack of active participation of the members in the affairs of 
the consumer cooperatives. 
Lack of professional managerial staff due to poor resources 
available with the consumer cooperatives. 
Involvement of the Government in managing the affairs of 
the consumer cooperatives also affecting democratic 
character of the consumer cooperatives. 
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The consumer cooperatives, though have made progress and 
helped in controlling the price rise by making available regular 
supplies of various essential commodities, but have failed to achieve 
the desired results inspite of receiving patronage and financial 
assistance from the Central/State Governments. They failed to work 
on commercial lines by adopting modern techniques, updating their 
professional skills and creating proper atmosphere in their stores. 
They could not adopt suitable marketing strategies also. Some of the 
stores have come to grief, as they had not followed a sound price 
policy and marketing strategies. As in planning and formulating 
these policies, sub-committees had not played any useful role in most 
of the stores. More over de-facto powers in most of the cases were 
exercised by the chairman or secretary or the executive officers alone 
or in consultation with one another. The lack of proper purchase 
policy has been responsible for heavy losses even in some of the 
newly established consumer cooperative stores. 
Suggestions 
At the outset it may be pointed out that the running the 
consumer cooperative stores, is not an easy task and it is, therefore, 
imperative that the promoters and organisers must understand the 
basic principles of cooperation and essentials of running a good store. 
With a view to organise stores on sound and solid foundations, it is 
absolutely essential that the following considerations be kept in mind 
before organising the consumer stores.^ 
(1) It is essential that the promoters must thoroughly 
understand the principles and methods of organising 
consumer cooperatives. 
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(2) They must make sure that there is a genuine need for 
organizing stores in the locality and that adequate response 
from the people would be forthcoming. 
(3) The promoters should work out a detailed plan for setting 
up the store, taking into consideration the resources 
available and the local needs. 
(4) Before registration the promoters should make sure about 
the: 
(a) Adequate financial resources; 
(b) Suitable accommodation; 
(c) Services of competent managerial staff; 
(d) Members would have the time to supervise the 
working of the stores. 
Women's Participation 
The participation of women is also important for the success of 
consumer cooperative stores as they deal mostly in household 
requirements. Proper arrangements should be made in the stores to 
receive and attend to women members so that they may come in 
greater numbers. Special drive should be made to enrol women 
members. They should also be co-opted on the board of directors. 
Special women sub-committee should be formed to persuade women 
members to make purchases from the stores. Women's organisations 
should be requested to educate their members regarding the benefits 
of the consumer cooperatives. Suggestions from women members 
should also sought for due considerations. 
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Size And Viability 
In organising the consumer stores, serious consideration should 
be given to the question of size and economic viability of a unit. As a 
primary store should have at least a share capital of Rs. 5,000, an 
annual turnover of Rs. 1 lakh and a membership of 500 in urban 
areas. In big cities, they should be bigger. A wholesale store should 
have share capital of Rs. 50,000 working capital of Rs. 2 lakhs and a 
membership of about 100 primary stores and a business turnover of 
Rs. 12 lakhs approximately per annum. There should be a process of 
weeding out and consolidation of weak stores. 
Financing Position 
In order to strengthen the financial position, the consumer 
cooperative stores should attract deposits by offering liberal rate of 
interest to their members. Further to strengthen the financial base of 
consumer stores, the state, government should liberally participate in 
their share capital and also provide financial support to consumer 
cooperatives. The Central financing agencies should provide cash 
credit facility to primary stores at least upto twice of their owned 
funds, on the basis of floating charges. The stores should take every 
possible step to raise funds by increasing the share capital through an 
intensive drive to increase the membership. 
Business Techniques and Operations 
1. The consumer cooperative stores should aim at providing 
variety of goods and services to fulfil the larger interest of the 
members, depending upon local conditions and the needs of 
the consumers. 
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2. The Stores should make bulk purchases through appropriate 
cooperative agencies and other agencies to avail the benefit of 
larger economy. 
3. The wholesale consumer cooperative stores should undertake 
processing activities like oil-extraction, flour making, etc. 
4. The Government should give positive preference to consumer 
stores in the matter of public distribution system. 
5. The credit sales should be undertaken only to institutional 
stores where there is an agreement between the stores and the 
employers that the credit amount due on employee members 
would be deducted from their salaries. 
6. Consumer cooperative stores should pay patronage dividend 
on the basis of the purchases of their members. 
7. The stores should introduce home delivery services to their 
members to stimulate the sale and to save the cost as well as 
time of the buyers. 
8. The store should adopt scientific marketing strategies. 
Democratic Control And Efficient Management 
1. Adequate attention should be given to educate members to 
know the philosophy, principles and adoption of marketing 
strategies for consumer cooperatives. 
2. The board of directors should consist of those persons who 
have some business experiences and can inspire confidence in 
the public. 
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3. A managerial cadre should be created and maintained by the 
cooperative organisations to engaged in consumer cooperative. 
4. All the staff of the stores should be properly trained. 
5. Managers should be given full freedom to carry out the policies 
laid down by the board of directors. 
6. A proper system of supervision and checking should be 
introduced. 
7. Stress should be laid on the importance of prompt and correct 
maintenance of accounts and audit. 
It is, suggested to recruit suitable persons and to impart 
them adequate training as perspective managers with the view to 
the vacuum likely to be created in the event of the withdrawal of 
the working managers by the department of cooperation to 
replace in the wholesale stores. The properly trained and 
experience persons are likely to increase the operational 
efficiently of the consumer cooperatives. As "the productivity of 
employees working under" administrative culture that flow from 
the chief executive, if he is on deputation from a cooperative 
department, is nearly half or even less, than that of those who 
work under 'commercial culture' that flow from the Chief 
Executive if he has grown up in a business environment. It is also 
suggested to create conditions for restoration of the democratic 
management of the stores by encouraging the dedicated and 
enlightened persons to become the members of the consumer 
cooperatives. 
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Miscellaneous System To Adopt 
As the consumer cooperatives are an integral part of public 
distribution system for supplying essential commodities mainly, 
food-grains, sugar, edible oil, controlled cloth, kerosene oil, salt soft-
coke etc. in the rural areas as well as semi urban areas. Keeping in 
mind the significant role of that consumer cooperatives play, some 
programmes should be organized during the cooperative week 
celebrations such as: 
1. Organizing meetings and programmes to educate 
consumers about consumer protection and to acquaint them 
with their rights enshrined in the Consumer Protection Act, 
1986 i.e. right of safety, right to be informed, right to choose, 
right to be heard, right to seek redressal, right to consumer 
education. 
2. To open consumer cooperative stores in such schools/ 
colleges/universities wherein the same are not registered. 
Students should be persuaded to become members of 
consumer cooperative stores. 
3. Use of mass media in popularising the programmes of 
consumer cooperatives. 
4. Devise innovative approaches to ensure coordination 
between consumer cooperatives and marketing cooperatives 
in order to maintain the supply and price line. 
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5. Motivate to management of consumer cooperative stores to 
open mobile retail outlets in uncovered localities, 
particularly in slums and weaker sections colonies etc. 
6. Educate to the masses, especially housewives to buy 
consumer goods from cooperative stores. 
7. Arranging demonstrations, film shows and other extension 
activities for highlighting the malpractices followed by 
private traders and hoarders, 
8. Impressing upon the federations of consumer cooperatives 
to support their constituents in the sphere of modernization 
of their management and business practices. 
9. Persuade to the state governments to get sale tax exemption 
for consumer cooperatives. 
10. Honouring the committed and efficient workers. 
11. Adoption of code of conduct and efficiency linked rewards. 
Initiate the projects for modernization of management 
practices in cooperatives. 
12. Impressing upon cooperative organisations to prepare and 
implement workable Human Resource Management Plans. 
13. Implementing the concept of the Business Development 
Planning in all types of cooperatives organisation. 
14. Gearing up cooperative education and training systems to 
make it more responsive to the emerging needs of 
cooperative membership. 
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Departmental Stores 
As, Mr. R. Schubert, the I.L.O. expert, has suggested the 
following measures to improve the working of Super Bazaars and 
Departmental Stores: ^ 
1. Salaries of general managers of cooperative departmental 
stores be upgraded and their general working conditions 
improved, 
2. Each departmental store should draw up a clear and precise 
chart of responsibility for all their staff members down to the 
regular salesmen. 
3. The manager should delegate authority to his key staff people 
while retaining ultimate supervision and right of decision. 
4. The active price policy should be adopted and continued. 
5. These stores should lay utmost important to margin and 
expense control. 
6. The Departmental stores should take immediate steps to 
broaden the base of their membership. 
7. The price of the articles sold in the store should be lower than 
the market price at least by few paise. 
8. These stores should sell such goods at lower price to the 
genuine members without taking 'inventory gains'. 
9. Stores should follow suitable purchase policy. 
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10. Private contractors should not be allowed to market their goods 
in these stores. 
11. There should be strict control both on price and quality of 
goods or services rendered. 
12. Effective system of stock control should be adopted. 
The State Government should take effective steps for the 
promotion and development of consumer cooperatives, as they are 
the only organizations of the people at the grass-root levels with 
participator democracy by providing required budgetary support. 
They should consider allotting suitable lands and built-up 
accommodations from the Urban Development Authorities wherever 
available for setting up of Super Markets. 
Need For Modern Retailing Techniques 
There has been a significant improvement in the retailing 
techniques in these days such as the repacking of goods in the 
economic packets and price marking are becoming a common feature 
and the consumer habits and needs have undergone radical 
transformation. It is, therefore, necessary that consumer stores should 
also bring about reforms in the whole organisation, lay out, 
equipment and fixtures in the shops. Even self-servicing in selected 
retail food shops may have to be introduced, particularly in large and 
more advanced towns. The consumer stores should be located near 
the important shopping centres in well-lighted, airy and sufficiently 
large premises. The image of the consumer cooperative stores have to 
be one of courtesy and efficiency.^ 
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The State Governments may increasingly allot fair price shops 
to cooperatives and new fair price shops should invariably be allotted 
to cooperatives on a priority basis. It is also advisable that effective 
measures should be undertaken for the rehabilitation and 
strengthening of weak wholesale (central) consumers cooperative 
stores and departmental stores. 
Conclusion 
In the context of the imperative need for price stabilisation, it is 
essential that high priority should continue to be given to the 
consolidation and strengthening of the urban consumer cooperatives 
along with rural and semi urban stores. Attention should also be paid 
to the reorganisation of central wholesale consumer cooperatives 
with a view to building them up as large-sized multi-retail unit 
cooperative stores. Efforts should also be made to develop retail 
outlets of the intermediate size, diversify the range of consumer 
cooperatives and improve their operational efficiency and economic 
viability. 
An analysis of the consumer cooperative system in the state 
Uttar Pradesh would convince anybody that the stores have not made 
any striking progress in the state. The stores came into being in 
response to controls and disappeared as soon as the controls were 
withdrawn. There have been a few shining examples of well 
established stores in different parts of the state, but by and large, the 
consumer cooperative system has remained paralysed. In 1951 the 
Planning Commission struck a note of pessimism regarding the 
future of consumer cooperatives. The Commission observed: 
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"Unfortunately, it is notice that the development of consumer 
cooperatives have not yet made enough progress in the state of Uttar 
Pradesh. Under the influence of rationing and governmental 
distribution of scarce goods, a number of consumer cooperative 
stores have, no doubt, come into being. They have, however, as a 
class failed to extend their usefulness beyond these limits. Their 
future, therefore, in the event of removal of controls and distribution 
of articles is somewhat uncertain."» 
Doubts about the future of the consumers' stores were 
expressed even much earlier. As early as 1939, F.B. Wace, former 
Registrar of the Cooperative Societies in the Punjab, stated that the 
store movement had not much prospects of success in the near future 
on account of narrow margin of retailers. It is a well known fact that 
most of the retail traders resort to questionable tactics like short 
weighing, adulteration etc., which are unthinkable on the part of 
these stores. Moreover, the ability and nimbleness of the trader puts 
him in a relatively superior position. ^ 
Their accounts are simple, methods are elastic and they sell on 
credit because of maintaining a close personal contact with these 
customers. They decide quickly and act without delay and hesitation. 
Therefore, they are free from overhead expenses, which are not 
allowed in the consumer cooperative stores. A private trader thus 
enjoys many relative advantages as against the consumer cooperative 
stores. The point to be considered is whether the stores would stand 
on sound footing in the face of cut-throat competition from the 
private traders. If past record is the index of the working of consumer 
cooperative stores, the prospects of their success appear to be slim 
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and dim. There should be no hesitation in observing here that if a 
consumers store cannot stand on its own footing and unable to adopt 
marketing strategies with in a reasonable length of time, it is bound 
to go out of business. 
In view of the narrow margin of retailers, Dr. E.M. Hough, also 
doubted the wisdom of starting consumer stores only to have them 
die a lingering death when the chances of permanent success seemed 
slight. She stated: "Schulze-Delitzch called consumer cooperatives 
'the foundation of the cooperative structure', and it may well be so in 
countries such as England, where there is a large working class which 
is fairly well paid. This condition unfortunately is not found in India 
in general and in Uttar Pradesh in particular, where the potential 
economic advantages of consumer cooperatives among the great 
masses of the people seem proportionally small. The cost in money 
and to the reputation of the system which is involved in starting 
unnecessary stores only to have them die a lingering death should 
prompt caution in this phase of cooperative effort where the chances 
of permanent success seem slight", lo 
Because of the past record and present study success seems 
bleak, it is natural that the customers of the consumer cooperative 
stores to be sceptic about the future of the newly formed consumer 
cooperative stores under the various schemes of the government. 
There is a genuine and well-founded apprehension in the minds of 
people as to what is the guarantee that these 'emergency babies' 
would not meet with the same fate as the 'war babies' after 
decontrol.il The departmental stores have already begun to be called 
'white elephants', because of their high cost and huge losses. On 
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account of high competition of chain stores and other large-scale 
retailing even in foreign countries the future of consumer cooperation 
has been to be doubted.^^ 
In spite of the gloomy forebodings it cannot be denied that 
there is a vast scope for the consumer cooperative stores to succeed 
ultimately in the state, provided it is organized on sound lines and on 
a better economic footing with the active assistance from the State 
Government along with modern marketing strategies. With the 
gradual industrialization of the country, a large working class is 
coming up. In the long-range welfare of this rising class, the 
consumer cooperative system can play a great role in the future. It 
has been very rightly said that the very concept of welfare state 
demands that a system of production and distribution activated by 
the profit motive should be replaced by a consumer cooperative 
system based on use and on consumer needs and welfare. It may be 
pointed out that the object of this measure as well as those intended 
to achieve price stabilization would remain futile unless the retail 
trading is also organized in the interests of the consumers. 
Therefore the need of the hour is to provide all facilities 
financial or otherwise to the Uttar Pradesh consumer 
cooperative stores so that it may be able to get out of wood and 
become strong enough to be reckoned as a force. The most important 
thing is that it should be made vital and dynamic enough by 
implementing proper marketing strategies to compete with the 
private traders and save their customer's interest. 
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APPENDIX - A 
THE APPROVED PATTERN OF FINANCIAL ASSISTANCE 
UNDER THIRD FIVE YEAR PLAN 
SL 
No 
1. 
2. 
3. 
4. 
Share 
Share Capital 
Contribution 
Managing 
expenses 
Godown 
Construction 
Rent subsidy. 
Primary Stores 
Upto Rs.2,500 to be 
provided to State Govts. 
By the Centre as a Loan for 
such contribution on 
matching basis. 
Up to Rs.1800 (for a period 
of 3 years on a tapering 
basis to be borne by Centre 
and State on 50:5 
Apex Wholesale 
Stores 
Up to Rs.50, 000 
Up to Rs.6,000 
Up to Rs.1,25,000 
as loan for one 
godown at head-
quarters and 3 at 
regional centres 
62.5% loan and 
12.5% subsidy 
from Centre and 
12.5% subsidy 
from State. 
Rs.9,000 per year 
for two years till 
the construction of 
godowns. 
Source: Third Five Year Plan, Planning Commission, Government 
of India, New Delhi, 1961-1966. 
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APPENDIX - B 
THE TENTATIVE STATE-WISE DISTRIBUTION OF 
CONSUMER'S STORES AS MENTIONED IN THE 
CENTRALLY SPONSORED SCHEME OF CONSUMER 
COOPERATIVE WAS AS FOLLOWS 
1 
«5 
1. 
2. 
3. 
4. 
5. 
6. 
7. 
8. 
9. 
10. 
11. 
12. 
13. 
14. 
15. 
16. 
17. 
18. 
19. 
20. 
21. 
Name of the State 
1 
Andhra Pradesh 
Assam 
Bihar 
Gujarat 
Jammu & Kashmir 
Kerala 
Madhya Pradesh 
Madras 
Maharashtra 
Mysore 
Orissa 
Punjab 
Rajasthan 
Uttar Pradesh 
West Bengal 
Delhi 
Manipur 
Tripura 
Himachal Pradesh 
Nagaland 
Andaman & 
Nicobar Island 
Total 
e 
S o « 
2 
11 
2 
9 
6 
2 
4 
8 
11 
13 
6 
1 
5 
6 
17 
11 
1 
-
-
-
-
-
113 
S •* s 
«) S O 
o in 
ft. 
3 
8 
1 
6 
10 
4 
5 
22 
11 
9 
3 
13 
4 
16 
23 
1 
1 
-
-
-
137 
0 
1 
4 
16 
3 
12 
13 
2 
6 
10 
26 
18 
12 
4 
15 
8 
27 
27 
1 
-
-
-
-
-
200 
S 
c 
s 
o 
• « 
s 
Q 5
320 
60 
240 
260 
40 
120 
200 
520 
360 
240 
80 
300 
150 
540 
540 
20 
-
-
-
-
-
4000 
Source: Centrally Sponsored Scheme Of Consumer's Cooperative 
Stores, Government of India, New Delhi, 1962. 
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APPENDIX - C 
MEMBERSHIP OF 
U.P. COOPERATIVE CONSUMER'S FEDERATION 
Memberships of the federation are of 3 types: 
(i) Ordinary 
(ii) Special 
(iii) Normal 
(i) Ordinary Membership Ordinary membership of the 
federation opens to the following in the U.P.: -
(a) Consumer's Cooperative Wholesale Stores. 
(b) U.P. Cooperative Federation Ltd. 
(c) Other apex (State level) cooperative organization 
with registrar 's permission. 
(ii) Special Membership The Government of U.P. has 
permission for the membership of the federation, which 
is called special member. 
(iii) Nominal Membership Nominal membership opens to 
such persons who have business relationship with the 
federation. Nominal members shall pay only admission 
fees of Rs 10- which shall be non fundable in any case. 
Nominal members shall have not right to participate in 
the management or vote in the affairs of the neither 
federation nor claim in the share of the profit. 
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Original members shall be those wholesale 
consumer cooperative stores and others (qualified to be 
shareholders in accordance with byelaw no.6) who join 
in the application for registration. Subsequent members 
may thereafter be admitted in accordance with these 
byelaws. 
Every ordinary member shall pay Rs. 10 as 
admission fee, which shall not be refundable in any 
case and shall hold at least 20 shares of the value of Rs. 
500 each. State Government, as special members shall 
purchase as many share as may be mutually agreed 
upon between the Federation and the Government. 
Application for admission to membership shall be 
made to the secretary of the federation in the form, if 
any, prescribed for this purpose. Every wholesale 
consumer cooperative store or person qualified for 
membership of the State Federation, in accordance with 
these byelaws may be admitted to membership of the 
State Federation by the Board of Directors, provided 
that it shall be open to the Board to refuse admission to 
any applicant for good and sufficient reasons to be 
recorded in writing and communicated to the applicant. 
Any applicant who is refused admission or to whom the 
decision of the Board of Directors on the application for 
the admission has not been communicated within a 
period of 90 days from the date of receipt of the 
application shall have a right of appeal to the registrar 
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whose decision shall be binding on the State Federation 
and the applicant. 
A person shall not acquire the rights and privileges of 
membership until the said person has on admission, 
(a) Paid the admission fee and subscribed shares in 
accordance with the provision of byelaws no.8. 
(b) Signed a declaration to the effect that he shall be 
bound by the existing byelaws of the Federation 
and by any modification of or addition there to 
which may be legal affected during the period of 
his membership. 
An affiliated society may be a resolution passed at 
its meeting appoint a person to present it at meetings of 
the general body of the Federation; in addition to the 
president who will ex-officio delegate provided that a 
person so appointed shall either be-
(a) Himself a member of the affiliated society appointing him. 
(b) A member of a society, which is a member of the affiliated 
society. 
Cessation Of Membership 
Membership of the State Federation shall be cease: 
(a) On cancellation of registration of the member society; or 
on losing qualification for membership; 
(b) If the member society resolves to disaffiliated itself; 
provided that such resolution is communicated in writing 
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to the State Federation and is accepted by the Board of 
Directors of the Federation; 
(c) If a member transfers to another member all the shares 
held in the Federation by the former or if a member ceases 
to hold in the Federation the minimum number of shares 
prescribed in byelaw number 8. 
Provided that no withdrawals of share shall be shall be allowed 
by the Federation except as provided in byelaw 18 and no 
transfer of shares shall be operative unless mutually agreed upon 
between the trarisferor and the transferee and is sanctioned by 
the Board. 
A member society may be expelled if it persistently 
defaults in payment of the installments on shares or other dues or 
fails to carry out its obligations to the State Federation, 
deliberately commits serious breach of the rules or byelaws, 
willfully deceives the State Federation by false or fictitious 
statements or documents or dose by act which is likely to be 
injurious to the credit, reputation or stability of the State 
Federation. Before such expulsion the member society concerned 
shall be given an opportunity to explain in writing the position, 
and if the Board of Directors of the State Federation rejects the 
explanation, the aggrieved member society shall have the right to 
appeal to the registrar with in a period of two months (from the 
date of communication of the rejection of the explanation) and 
the decision of the registrar shall be binding on the State 
Federation, and the appellant society. 
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APPENDIX - D 
Duties And Powers Of General Body 
Subject to the provisions of the Act and the Rules, the Duties and 
Powers of the general meeting are as follows: 
(1) To elect, or remove the members of the board of directors; 
(2) To receive from the Board of Directors a report on the preceding 
year's working, together with a statement showing the reciepts 
and expenditure, assets and liabilities, trading a/c and profit and 
loss a/c for the year; 
(3) To consider the audit note, inspection note of the register or his 
nominee and any other communication from the register along 
with the report, if any, of the Board thereon. 
(4) To consider disposal of profits in accordance with the Act, Rules 
and thee byelaws; 
(5) To approve the budget and the progranune of work for the next 
year and also for the remaining parts of the current year, if 
necessary; 
(6) To lay down for the guidance of the Board of Director's general 
policy for the conduct of business and activities to be undertaken 
by the Federation for the benefit of affiliated societies. 
(7) To determine the nature and extent of promotional activities and 
other assistance programme for affiliated societies to be 
undertaken by the State Federation. 
(8) To fix, subject to the approval of the registrar the maximum 
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liability to be incurred by the Federation during the following 
year. 
(9) To amend the byelaws, subject to the sanction of the registrar and 
the provision of the byelaws 27. 
(10) To frame regulations for the election of the office-bearers with the 
approval of the registrar. 
(11) To authorize the Board of delegate any of the Board's powers to 
the secretary or any other officer of the Federation subject to such 
conditions and restrictions as may imposed by the general body. 
(12) To consider any other business. 
Cessation Of Delegates 
A delegate shall cease to be a member of the General Body of the 
Federation, if: -
(a) He ceases to be a member of his society. 
(b) The society of which he is a member ceases to be a member 
of the Federation or of the affiliated society appointing him 
as delegate, as the case may be. 
(c) The instrument appointing a delegate shall be in writing 
and in such form as may from time to time be determined 
by the Board and shall be deposited at the registered office 
of the State Federation 21 days before the date fixed for 
holding the meeting at which the delegate named in the 
instrument proposes to vote. 
(d) The first general meeting of the Federation shall be held 
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within 3 months from the date of registration and shall 
have the same powers as are given to the annual general 
meeting in these byelaws. 
(e) A special general meeting may be called at any time by the 
Board; on receipt of a requisition from at least l /5th of the 
total member of members of the general body or 25 
delegates (which ever is less) or at the instance of the 
registrar or of any person authorized by him. 
(f) In case of a general meeting (whether annual, ordinary or 
special) an agenda for the meeting mentioning also the 
date, time and place of the meeting shall be issued.15 clear 
days in advance to all the members of the general body 
with a copy there of to the registrar. A copy of the agenda 
notice shall also be pleaded on the notice board of the 
Federation on the date of issue. 
(g) The presence of at least l /5th or 25 delegates, whichever is 
less, shall be necessary for the disposal of any business at a 
general meeting (other than a special general meeting 
under byelaw 24). All matters before the general body 
shall be decided by majority of votes except amendment of 
byelaws. 
(h) The president or in his absence vice president shall preside 
at the meeting of the general body. If both are absent, the 
members of the general body present may elect one from 
amongst themselves to preside at the meeting. The 
chairman of meeting shall in case of a tie a second or 
casting vote, provided that where the issue is election of a 
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APPENDIX - E 
ANNUAL GENERAL MEETING 
A meeting of the annual general body of a Cooperative society 
held, once in a Cooperative year for the purposes of: 
(1) Approval of the programme of the activities of the society 
prepared by the Committee of Management for the ensuring 
Cooperative year. 
(2) Election, if any, of the members of the Committee of 
Management in accordance with the provisions of the rules of the 
Society. 
(3) Consideration of the balance sheet and the annual report for 
previous cooperative year unless the audit has not been 
completed with in the period specified in the rules. 
(4) Consideration in the prescribed manner of the audit certificate 
and the audit report for previous cooperative year unless the 
audit has not been completed with in the period specified in the 
rules. 
(5) Fixation of the maximum liability of the society for ensuring 
cooperative year. 
(6) Disposal of net profit. 
(7) Consideration of the budget for the ensuing cooperative year. 
(8) Consideration of any other matter as may be brought before it in 
accordance with the rules. 
All business discussed or decided at the general meeting shall be 
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candidate, the matter shall be decided by draw of lot. 
(i) Meeting of the general body may be attended by registrar 
or his nominee who may address or advice the meeting on 
any matter under consideration before it except on the 
choice of a candidate seeking election. 
(j) If within an hour from the time appointed for the general 
meeting, required quorum is not present, the meeting, if 
convened on the requisition of members or at the instance 
of the registrar, shall be dissolved; in any other case it shall 
stand adjourned to the same day in the next week at the 
same time and place and at such adjourned meeting if 
quorum is not present with in hour from the time 
appointed for the meeting, the members present shall form 
a quorum. No business shall be transacted at any 
adjourned meeting, other than the business left unfinished 
at the meeting from which the adjourrunent took place. 
Restrictions regarding quorum in the case of special 
general meeting for amendment of byelaws shall be 
governed by byelaw 27. 
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recorded in the proceeding book by the secretary and shall be singed by 
the chairman of the meeting. Members present may also sign if so 
requested by the chairman or if so desired by them. 
Amendments of byelaw's shall only be carried out by a majority 
of not less than 2/3''<i of the members present at a special general 
meeting called for the purpose. A quorum of at least l/S '^d of the total 
number of members of the general body shall be required for such a 
meeting provided that if the requisite quorum cannot be optioned at a 
meeting, the registrar may direct the Federation to call another meeting 
at which the requisite quorum shall be reduced to 1/5* and at the same 
time to inform the members of the facts. Previous approval of the 
registrar shall be taken before an amendment to any byelaw is 
circulated among the members. 
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APPENDIX - F 
PROCEDURE OF THE MEETING OF BOARD OF DIRECTORS 
The meeting of the Board of Directors held at least once in a quarter 
and as more often as may be necessary and called any time by the 
president, and called on receipt of a requisition from 4 members of the 
Board of Directors or from the Registrar, or any person authorized by 
him. 
(1) Notice of meeting of the Board of Directors will be sent to every 
Director specifying date and hour of the meeting with a 
statement of business to be transacted thereat at least 7 clear days 
before the date of the meeting. 
(2) The President of the Federation presides over all meeting when 
present. In the absence of the president, the vice-president take 
the chair or in his absence the Directors present elect one 
amongst them to preside over the meeting. 
(3) The quorum at a meeting not less than l/S^^ of the total number 
of the Directors of which at least 2 should be elected Directors. 
(4) Every resolution at a meeting decided by majority of votes and if 
the votes be equal the chairman of the meeting have a second or 
casting vote, except that in the event of a tie in election of any 
office-bearer, the matter be decided by drawls of lot. 
(5) Every Director present at any meeting put his signature on the 
proceedings book against his name. 
(6) A meeting of the Board of Directors, whether requitioned by the 
registrar or not, may be attended by the registrar or a person 
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authorized by him who may address or advise the meeting on 
any matter under consideration before the Board. 
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APPENDIX G 
INDIVIDUAL NOT ELIGIBLE FOR BOARD OF DIRECTORS 
An individual is not eligible for election as a member of the 
Board of Directors if: 
(1) He is under 25 years of age. 
(2) He is declared insolvent. 
(3) He is of imsound mind. 
(4) He or any of his near relations holds any office of profit 
under the State Federation or he is an employee or any 
affiliated society. 
(5) He has been convicted of an offence involving in the 
opinion of the registrar moral turpitude. 
(6) He is in default to his society without sufficient cause, or 
the society he represents is in default to the Federation 
since 30* June last. 
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APPENDIX- H 
CESSATION OF BOARD OF DIRECTORS 
A member of the Board of Directors cease to hold office if: 
(1) He ceases to be a member of the affiliated society he 
represents or the affiliated society he represents ceases to 
be a member of the State Federation. 
(2) He applies for insolvency or is declared insolvent or the 
society he represents is dissolved. 
(3) He becomes of unsound mind. 
(4) He is convicted of any offence involving moral turpitude 
in the opinion of the registrar. 
(5) He resigns and the Board accepts his resignation. 
(6) He fails, without reasonable cause (on the opinion of the 
Board of Directors) to attend three consecutive meetings of 
the Board. 
(7) He or any of his near relatives accepts any office of profit under 
the Federation or gets an employment in any affiliated society. 
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APPENDIX-1 
POWER AND DUTIES OF THE BOARD OF DIRECTOR 
The Board of Directors exercise all the powers of the State 
Federation except those reserved for the general meeting, 
and in particular have the following powers and duties: 
(1) To admit new members, raise and invest funds, and 
observe, in all transactions of the State Federation, 
the provisions of the Act, the rules of the byelaws 
and instructions issued by the registrar. 
(2) To maintain true and accurate accounts of all money 
received, expended and all stock bought or sold and 
keep a register of members correct and up to date. 
(3) Subject to the previous approval of the registrar, to 
levy subscription from members as and when 
necessary. 
(4) To keep true account of assets and liabilities of the 
Federation. 
(5) To prepare and lay before the general meeting the 
income and expenditure account, annual trading 
account, profit and loss account and balance sheet, 
the programme of work and budget for the next year. 
(6) To supervise maintenance of accounts to prescribe 
limit of contingent expenditure to be incurred by the 
secretary/ Managing Director. 
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(7) To consider audit notes and departmental officer's 
inspection notes and take necessary action thereon. 
(8) To issue and transfer shares. 
(9) To arrange for the recovery of share installments and 
subscriptions, if any, fixed. 
(10) To summon general meetings in accordance with the 
byelaws of the Federation. 
(11) To contract loans subject to the provisions of byelaws 
of the Federation and restrictions imposed by the 
registrar or general meeting. 
(12) To decide the terms on and the periods for which 
loan and advances are to be received, and to arrange 
for the payment of such loans and advances. 
(13) Subject to the directions, if any, issued by the 
registrar, to appoint, punish and remove the paid 
employees of the Federation and with the approval of 
the registrar, to frame regulations in this behalf 
consistent with the foregoing provisions. 
(14) To maintain a cadre of managerial staff for affiliated 
societies in consultation with them. 
(15) Through the secretary or any other person specially 
authorized, to institute, conduct, refer to arbitration, 
or abandon legal proceedings by or against the 
Federation or the Board or any officer or employee of 
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the Federation touching the business of the State 
Federation. 
(16) To purchase shares in any other cooperation society 
or cooperative societies subject to the prior approval 
of the general body and instructions of the registrar 
if any, on the subject. 
(17) To direct and control the business of the State 
Federation subject to the instructions of the general 
body, if any, and to extend such help and guidance to 
affiliated societies as may be feasible. 
(18) To elect a president, a vice-president and an 
executive committee from amongst themselves and 
also to co-opt two members as provided in byelaws. 
(19) To construct, purchase, take on hire or otherwise 
obtain godown, trucks, machinery or other 
considered necessary for carrying out the business of 
the State Federation and enter into contracts for the 
purpose. 
(20) To under take propaganda by advertising and 
education campaigns and arrange for training of 
employees of affiliated wholesale stores. 
(21) To plan for the procurements of commodities, store 
and distribution thereof and also arrange for 
processing and manufacture of consumer goods 
whenever necessary and possible. 
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(22) To transact all other business incidental to and 
necessary for the management of the State Federation 
and subject to the instructions or prior approval of 
the registrar, to lay down T.A. Rules for the 
employees, officers and delegates of the Federation. 
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APPENDIX- T 
DUTIES AND RESPONSIBILITY OF MANAGING DIRECTOR 
The Managing Director has the following duties and responsibility: 
(1) To have general control over the administration of the society. 
(2) To convene meeting of the committee of Management and the 
general body. 
(3) To receive all moneys and securities on behalf of the society and 
to make arrangements for the proper maintenance and custody of 
cash balances and other properties of the society. 
(4) To endorse and transfer promissory notes. Government and 
securities and to endorse, sign and negotiate cheques and other 
negotiable instruments on behalf of the society. 
(5) To be responsible for the general conduct, supervision and 
management of the day-to-day business and affairs of the society. 
(6) To sign all deposit receipts and operate the accounts of the 
society with banks. 
(7) To sign all bonds and agreements in favor of the society. 
(8) To create, subject to provisions contained in the budget of the 
society, class III and Class IV posts for a period of 3 months and 
to make as appointing authority, recruitment thereto through the 
Board as provided in the regulations framed by the State 
Government. 
(9) To determine the powers, duties and responsibilities of the 
employees of the society. 
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(10) To institute, conduct, defend, compound of abandon any suit or 
other legal proceeding by or against the society or otherwise 
concerning the affairs of the society and also to compound and 
allow time for the payment or satisfaction of any claims or 
demand by or against the society. 
(11) Subject to the regulations, if any, which may be framed br the 
committee of Management to enter into negotiation and sanction 
contracts up to the value of Rs 5 lakhs each during the 
construction phase and up to Rs 2 Vi lakh each thereafter and to 
do all such acts, deeds and things in the name of and on behalf on 
the society in relation to any of the matters aforesaid for the 
purposes of the society. 
(12) To delegate all or any of the powers, authorities and discretions 
vested in him to any employees of the society, subject to the 
ultimate control and authority being retained by him. 
Powers Of A Managing Director 
He has the power for general administration; he can create posts 
of class III and IV. But actually he has to do it through the Institutional 
Service Board. He can delegate all or any of his powers to an employee. 
He can sanction contract up to Rs 5 lakhs and Rs 2.5 lakhs thereafter. 
He has also power to institute, conduct delegate all legal 
proceedings for and on behalf of society. He can even compound 
claims. 
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APPENDIX - K 
Process Of Distribution Of Profit 
The processes of distribution of profit according to the rules of 
the Federation are as follows: 
In reserve fund not less than 25% of the distributable profits of 
the year are carried, the remaining profit sanction of the registrar, be 
applied: 
(1) For payment of dividend at a rate not exceeding 6% on the paid-
up share capital subject to the provisions of the acts and the rules. 
(2) For payment of bonus to members. 
(3) For contribution to charity fund subject to a maximum of 7 ¥2% of 
the profits. 
(4) For carrying to bad debt fund upto 10% of the profits that 
remained after allocation to reserve fund. 
(5) For contribution to any other fund of the society such as 
Common Good Fund, Share Transfer Fund, Price Fluctuation 
Fund etc. 
(6) For increasing the reserve fund. 
(7) For being carried over to next year's profits. 
The bonus on purchases made by the member societies is paid 
according to the rules framed by the Board of Directors and approved 
by the registrar. 
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Allocations and distribution of profit be made only after the audit 
of annual accounts and no dividend is paid otherwise than out of 
realized net profits and certified as such by the auditors. 
Internal Audit And Check 
The Board of Directors arrange for such internal audit and 
supervision as they may deem proper and as may be approved or 
directed by the registrar. 
Settlement Of Distribution 
All disputes touching the business of the State Federation be 
referred to the registrar who may decide them himself or refer them for 
arbitration in accordance with the act and the rules. 
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APPENDIX- L 
QUESTIONNAIRE FOR CONSUMER COOPERATIVES IN THE 
STATE OF UTTAR PRADESH 
Recent Marketing Strategies of Consumers Cooperatives in Uttar 
Pradesh. 
This questionnaire is a part of an academic research being done at 
Department of commerce, A.M.U. Aligarh. All the information supplied 
to us will be treated on strictly confidential and will be used solely for 
research purposes. 
(1) Please tick (V) the marketing objectives of your consumer 
cooperative store (Please rank the first three as 1,2,3 in terms 
of their hierarchy in your consumer cooperative). 
/i\ TD 4. *-• i. u c /c\ To attain consumer 
(1) Protect mterest of consumer (5) ,. r ,. 
^ ' ^ ' satisfaction 
Provide quality essential „ . ^, , ^ 
,-. ,.. . ,.. To mcrease the relative (2) consumer and items at (6) i . , 
^ ' , , , market share 
reasonable rate 
(3) Maintain price stabilization (7) Any other please mention 
To improve and strength 
(4) store's long rang profit 
outlook 
(2) At what time-interval do you update your marketing 
stiategies? 
(1) Quarterly (3) Annually 
(2) Half yearly 
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(3) What the elements of consumer cooperative include in order 
to make its overall marketing strategy? 
(1) 
(2) 
(3) 
(4) 
Promotion/Product Strategy 
Sales 
Advertising 
Physical Distribution 
(5) 
(6) 
(7) 
Sales Promotion 
Pricing 
Any other please mention 
(4) Indicate please the degree of emphases on the following 4 
point scale which your consumer cooperative place in respect 
of the different elements in devising its marketing strategy. 
Little Fair Good High 
Emphasis Emphasis Emphasis Emphasis Element 
(1) Product 
(2) Pricing 
(3) Physical 
Distribution 
(Place) 
(4) Publicity 
(Promotion) 
(5) Cooperative 
Identities 
Product Strategy 
(1) On what basis the consumer cooperatives determine its optimum 
sale of product? 
(1) Profitability (4) Stability 
(2) Growth (5) To protect interest of 
consumer 
(3) To save the society (6) Consumer Satisfaction 
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(2) Name the product sold of consumer cooperative during last 5 
years, which is highly demanded by consumers? 
(1) Yes (2) No 
(3) If yes please give the name of the product 
(4) What are the elements, which is appreciated by the consumer 
in that product? 
(1) Price (4) Credit Dealing 
(2) Quality (5) Branding 
(3) Quantity (6) Design 
Price Strategy 
(1) What is the pricing policy of your consumer cooperative? 
(1) Active Price Policy 
(2) Cost Price Policy 
(3) Marketing Price Policy 
(2) What is the objective of Pricing Policy of the consumer 
cooperative? 
(1) Maximize Profit (3) Achieve target return on 
investment 
(2) Minimize Competition (4) Stabilize Price 
Promotion Strategy 
(1) What is the consumer cooperative's policy regarding its 
promotion strategy? 
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(1) To spend adequate portion (3) To educate consumer 
of sales force's time is 
pursuing accounts. 
(2) To check that the retailers / (4) To provide adequate 
whole seller carry adequate consumer service 
stocks, provide good shelf 
and cooperative in sales 
promotional activities 
(2) What are the promotional goals of the consumer cooperative 
(Rank to the first 3 goals) 
(1) To change customer (4) To encourage immediate 
attitude sale 
(2) To create customers (5) To educate the customer 
awareness 
(3) To reach inaccessible (6) To reduce selling expenses 
customer 
(3) What was the promotional budget for the last 5 years? 
(1) 2000-2001 
(2) 2001-2002 
(3) 2002-2003 
(4) 2003-2004 
(5) 2004-2005 
Place Strategy 
(1) What channels are used by the consumer cooperatives for the 
distribution of its products? 
XXXIX 
(1) Middlemen (Wholesales or (3) Both 
Retailers) 
(2) Direct Selling by (4) Any other 
manufactures 
(3) What is the most considerable factor for location of your store, 
which is convenient for the consumer? 
(1) Economic (4) Prominence 
(2) Neighborhood (5) Specious 
(3) Accessibility 
General 
Name: 
Designation: 
Address of store: 
xl 
APPENDIX-M 
CONSUMER QUESTIONNAIRE 
The following questions evaluate your views of the Consumer 
cooperative store you visited. 
Please indicate your opinions about each of the following 
statements. 
Agree Highly Agree Disagree 
Highly 
Disagree 
(1) A good selection of products was 
present in consumer cooperative. 
(2) Merchandise sold is of the good 
quality in consumer cooperative. 
(3) Consumer cooperative store has 
the reasonable prices in the area. 
(4) Merchandise sold by consumer 
cooperative is of reasonable price. 
(5) Store atmosphere and decor 
are appealing. 
(6) Merchandise displays are 
attractive in store. 
(7) Advertised merchandise 
was in stock in the store. 
(8) Stores are conveniently 
Located. 
(9) Store hours are convenient 
for my shopping needs. 
(10) Overall, I am very satisfied 
With the store. 
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